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y a iedl 
yokel left in cAmetica. 


MERICAN women have progressed so rapidly—stylewise— 
that Harry Terhune, field editor of the Boot and Shoe 
Recorder, remarked recently: “There isn’t a female yokel left in 
America. Women in every station are today stylewise. No mat- 
ter how little they have to spend they demand smartness in dress.” 


THis fall, fashion is diverse; clothes suggestive of the lavish 


splendor of the Renaissance, of the statuesque beauty of the 


flowing Grecian gown, clothes that are Parisian—luxuriously 
furred costume suits and clothes that are youthful, vibrant, alert 
with a school-girl freshness, all have a place in the picture. 
American women know it. But above all, they know that this fall 
they must be glamorous—alluring. 


WEEDIE stylists are alert to the ever-changing fashion pic- 
ture and its influence upon shoe design. Tweedies—alluring 


footwear—is therefore the line that sells. 


Tweedie Footwear Corporation, Jefferson City, Mo., Shoemakers 
since 1874. 


I a 
“ALLURING FOOTWEAR 
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VOICE of the TRADE 


ERVING E. GROSSMANN, general 
sales manager of I. Miller & Sons, 
Inc., of Long Island City, N. Y., 
says: 





“There is, today, a movement 
afoot throughout the country to con- 
trol and regulate retail sale-price 
periods. Has it ever occurred to 
you that these sale periods are not 
created at the time the sale is held 

-not always by the conditions dur- 
ing the particular period that we 
are facing. Actually they are de- 
termined at the time you buy your 
shoes, by the condition of your in- 
ventory; by overstocking of season- 
able shoes; by your last buy—your 
late buy—broken stock conditions. 

“We suggest a merchandising 
plan that says there are no seasons 
in the high fashion quality shoe 
business. There are, of course, pe- 
riods when stocks should be at a 
peak and when stocks should be at 
a minimum. But we maintain firmly 
that there is always an opportunity 
to sell a beautiful pair of shoes that 
fit throughout every month in the 
year. That is what customers tell 
us. And that is how more profit 


and more volume can be obtained 
today in the quality field.” 


* * * 


A “TEN FOOTER” or a little 
shop in which shoemakers once 
worked by hand, has been restored 
by the Village Improvement So- 
ciety of Wenham, Mass., and on its 
walls has been posted a singular 
indenture of 1850, this indenture 
setting forth that: 

“The overseers of the poor do 
hereby bind Francis Harrison Rob- 
bins, a minor, son of Lucy Robbins, 
a poor person, lawfully settle in 
and becoming a charge to the town, 
unto George W. Merril as an ap- 
prentice to learn the art and trade 
of a shoemaker.” 





There are a number of these in- 
dentures in the hands of collectors, 
but this appears to be the first in 
which a charity charge was inden- 
tured by the overseers of the poor. 


*% * * 


SAKS FIFTH AVENUE chal- 
lenges the world by advertising: 
“Thought for the Day! A store 
doesn’t develop the largest business 
in women’s shoes by accident.” 


Page |! 


FRED H. SCOTT, vice-president of 
Carson, Pirie, Scott & Company of 
Chicago, says: 

“The next ninety days should be 
the most productive of any period 
in any normal year, and in this year 
particularly should be more than 
unusually productive, for in the last 
few months there have been several 
favorable changes in general condi- 
tions throughout the territory. 

“Both industrial and agricultural 
conditions are very much better 
than they were one year ago. It is 
estimated that the farm income for 
1935 will total approximately one 
billion more than it was a year ago. 
This increase is due not only to 
government allotments and relief of 
various kinds, but to increased 
crops and prices. The Administra- 
tion continues to spend unstintingly 
the taxpayers’ money. Naturally, 
all of the four billion eight hundred 
million fund won’t be spent in a 
few months, but it is probable that 
during the next twelve months most 
of it will be. This money goes im- 
mediately into circulation, so that 
consumer buying this Fall and Win- 
ter is bound to be considerably in 
excess, we believe, of anything dur- 
ing the past few years.” 


< * % 
ON October 25th comes St. Cris- 


pin’s Day. There were Crispin and 
his brother, Crispianus — both re- 





puted to be nobles of ancient Rome. 
Being converted to Christianity, 
they set forth to preach the gospel 
in Gaul. Emperor Maximanus 
viewed them as enemies to the state 
and had them put to death. And for 
centuries after they were revered as 
martyrs and saints, the shoemakers 
choosing Crispin for their patron 
because he and his brother became 
shoemakers and made shoes to earn 
their living. 





DAVID OVENS, president of the 
National Retail Dry Goods Associa- 
lion, says: 

“It used to be the big department 
stores which we predicted would 
build up a monopoly of the retail 
trade in every community and drive 
the smaller retailers out of business. 
Next we were scared of the mail 
order houses, and thought we could 
not survive this new competition. 
In numerous towns the local re- 
tailers got together and invited their 
customers to come to a specially 
staged celebration and bring their 
catalogs with them to throw on the 
bonfire. The growth and develop- 
ment of house-to-house canvassing 
was the next alarm and we had en- 
acted a lot of local ordinances 
against this competition. Now, to- 
day, it is the chains. 

“The system that will succeed 
today is the one that sells merchan- 
dise and meets the consumer’s wants 
at a reasonable cost of doing busi- 
ness. Think of the average depart- 
ment store, or the average indepen- 
dent, with a cost of doing business 
of 28 per cent to 38 per cent, com- 
peting with the chain ready-to-wear 
store next door, with a cost of doing 
business of 18 per cent to 28 per 
cent. 

“The retailer who shows courage, 
who looks ahead; who is willing to 
adapt himself to new and changed 
conditions, and who is big enough 
and broad enough to learn a lesson 
now and then from the chain store 
across the street—is going to sur- 
vive and continue to occupy a worth 
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ZIPPER MINDS 





—We are living in an era of changes 
—and rapid changes at that. 
—Which must have a vivid effect 
upon that most delicate and least 
understood of all mechanisms— 

the human mind. 

—There are all kinds of minds, just 
as there are all kinds of human 
beings. 

—Some minds are slow moving — 
apathetic, lethargic or what have 
you. 

—Other minds are alert, nimble, 
easily adjustable to new sensa- 
tions. 

—The slow-working mind is very 
much at a disadvantage in times 
such as these. 

—Whereas the nimble mind is ready 
to cope with any new situation 
that may arise. 

—lIf you feel that you have a mind 
that is pliable enough to under- 
stand, sympathize with and adjust 
itself to, this new vigorous era 
into which we have so suddenly 
emerged, you have good reason 
to congratulate yourself and count 
yourself as a real asset to yourself 
as well as to the world at large. 

—But if you feel “out of tune" with 
today and today's trends, it's high 
time that you shut up shop and go 
fishing. 

—A Zipper-Mind is quickly opened, 
and an open mind is most essen- 
tial right now. 


Fort & jp 


President 





while place in the mercantile life 
of his city. 

“There is honor, glory and profit 
enough for all in serving the daily 
needs of a hundred and twenty mil- 
lion people.” 

* * * 


A FIVE-YEAR record for sales at 
retail was broken in the Saturday- 
to-Saturday (Columbus Day) shop- 
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ping period by the merchants of 
New York. That holiday is usually 
a major peak in the development of 
the Fall season’s business. Colum- 
bus Day is a great shopping day, 
having all of the characteristics for 
Fall of the Easter peak of Spring. 
The strength of the demand for bet- 
ter grade merchandise was most 
noticeable. 


PRISON-MADE shoes cannot be 
sold in interstate transactions since 
President Roosevelt signed the 
Ashurst-Sumners law July 24th. 
This law prohibits a railroad or 
other carrier from transporting con- 
vict-made goods into a state where 
the sale of such goods is prohibited. 
The law prohibits “any person 
knowingly to transport or cause to 
be transported or in any manner to 
aid or assist in obtaining transpor- 
tation of goods made wholly or in 
part by prisoners. A penalty im- 
posed is a fine of not more than 
$1,000 and the seizure and forfei- 
ture of such merchandise to the 
United States.” 


* * * 


THE last Wednesday in September 
was Down Town Day in Denver. 
The street car furnished free rides 
down town to one and all between 
9 a. m. and 1 p. m. Merchants in 
all lines cooperated with bargain 
prices to attract both local and out- 
of-town shoppers, making it a reg- 
ular old-fashioned city-wide sale 
day. 

Crowds came up to expectations 
and the day was pronounced a suc- 
cess. Down Town Day has become 
an annual affair in Denver, but now 
that it is all over some retailers are 
not so sure the idea is right to begin 
with. 

It’s the same old story—stressing 
the bargain idea right at the height 
of the early Fall season. Bargains. 
bargains, everybody advertising 
something cheap! 

Some of the shoe retailers are of 
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the opinion that the day would be 
an equal success and would do more 
constructive building-up if it were 
based on a fashion or “dressing 
up” motive, not a bargain scream, 
even admitting that the day, as it is 
now handled, really brings crowds 
down town. 

The retail furniture trade is stag- 
ing a big push on Furniture Week, 
but they are stressing the idea, “Buy 
something new for the home,” not 
the bargain drive. Let’s hope the 
other trades will see the light next 
year. Down Town Day was spon- 
sored by the Retail Division of the 
Denver Chamber of Commerce, 
with the general advertising being 
paid through contributions from 
leading retailers. 


*% * * 


THE Shoe and Leather News of 
London, in the lead editorial of the 
September 20th issue, tells of the 
observations of a party of fifty 
British shoe merchants who paid a 
visit to Berlin, as an exchange of 
courtesies following a prior visit of 
German visitors to London. The 
editorial says: 

“Let us take the shoe retailing 
section of the City of Berlin. So 
powerful had the chain stores be- 
come that at the time of the Hitler 
decree concerning retail trading 90 
per cent—and this, if anything, is 
an underestimate and not an over- 
estimate—of the retailing of foot- 
wear in Berlin—a city with a popu- 
lation of 414 millions—was in the 
hands of about seven firms. Just 
ponder over this. We are alarmed 
in this country at the menace of the 
multiple, but surely the most pessi- 
mistic shoeman has never contem- 
plated seriously that the indepen- 
dent Metropolitan retailer would 
ever be so nearly extinguished as 
to be confined to less than 10 per 
cent of the selling trade. Hitler’s 
policy has not changed that ratio, 
but the chain stores cannot without 
sanction extend their ramifications 
to gobble up the whole retailing 
trade; the small band of indepen- 
dents left have reached safe an- 
chorage because the multiples are 
forbidden to open any further es- 
tablishments. 

“Leiser’s, with its many branches, 
does probably forty per cent of the 
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sales of footwear in Berlin. Apart 
from the shops they have a large 
factory for the making of ladies’ 
shoes, also a repair factory. The 
turnover in the establishment vis- 
ted by the members of the party was 
in the neighborhood of 144 million 
marks a year. The popular ladies’ 
shoe was retailed at about 10 to 12 
marks—and a very good shoe at the 
price. Leiser’s make a big feature 
of hosiery and find it a successful 
side line. 

“Then there are the Schuhhops, 
which are owned by Herr David, 
who forty-odd years ago started in 
quite a small way, but is now one 
of the footwear kings of Berlin. 
Herr David personally received the 
visitors and was kindness itself in 
showing them one of his largest 
establishments. 

“Another of the important estab- 
lishments visited was Stillers, fa- 
mous for their exclusive type of 
footwear and a quality shop that 
caters to the moneyed class. Here 
again the proprietor, with a delight- 
ful willingnéss, put himself at the 
disposal of the visitors, who toured 
his premises from basement stock- 
room to top floor, sampling and 
seeking information. 

“There are only about ten be- 
spoke bootmakers left in the city, 
and one of these was visited. It was 
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a very small shop tucked away in a 
side street, but the owner is a crafts- 
man of the first flight. Incidentally, 
he made the Kaiser’s footwear be- 
fore the debacle and may still. 

“At the end of the tour it was the 
general opinion that, although Lon- 
don had little to learn from Berlin 
in craftsmanship and actual selling, 
there were points about window 
display, reception of customers and 
arrangement of stock that could be 
gained. Also, in chiropody Berlin 
is quite advanced, and all shops vis- 
ited were well equipped with chi- 
ropody sections, while the prices 
charged were quite modest. Even at 
Stillers the charge was only 2 
marks. At one place the charge 
was as low as 90 pfg. 

“Another feature was the impor- 
tance the sales of hosiery played in 
the scheme of things. The sale of 
hosiery in German shoe shops is 
quite an important feature. Money 
is scarce in the country and the type 
of footwear on sale is in keeping 
with the purses of the people, but 
is good value for the prices asked. 
Although Hitler’s policy may have 
come too late to materially assist 
the independent retailer in Berlin, 
it does provide a footwear retailing 
Plimsoll mark and no more shops 
can be opened without official sanc- 
tion. It is the load mark.” 











eit 





| WAS QUITE PUZZLED YESTERDAY. ! WAS OVER 
AT MY SHOESTORE TO HAVE MY FEET SCIENTIFICALLY 
ANALYZED AND THEN THE SPECIALIST TOLD .ME 
IT WAS MUCH BETTER TO HAVE ATHLETE'S FEET 


THAN 
NO FEET AT auc!/ 

















Customers are spoiled and salesmen 
ruined by too much technical talk 


rr - . 
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DON’T TELL 


FOR many years I have hesitated to speak my thought- 
about these “scientific foot correction” courses. Now 
that I am doing so I am sure some readers will misun- 
derstand me. So right at the start I want to explain 
that I am presenting here only one side of a subject 
which most certainly has two sides. 

And I am taking the unpopular side, which, because 
it has such a personal application, is seldom discussed 
frankly and openly among the very ones to whom it ap- 
plies most pointedly. So, kind reader, if any of my 
remarks apply to you, please take them to heart. If 
not, no harm is done. 

The point is this: A course in “scientific foot correc- 
tion” is a very dangerous thing for any shoe salesman 
to study. 

Don’t get me wrong. I said dangerous. I didn’t say 
harmful. Indeed I wouldn’t give a nickel for a shoe 
salesman who isn’t burning up to know all he can about 
shoes and feet. All that knowledge is highly beneficial 

-but dangerous just the same. 

Why? Because the course is liable to master the 
salesman instead of the salesman mastering the course. 

Take the case of Sam G. He was an excellent sales- 
man until he took a course. Then he began finding 
something wrong with every foot he got his hands on- 
with old customers as well as new. (That’s what ly 
took the course for, wasn’t it? ) 

And Sam, trying conscientiously to serve his trade 
and his boss well, could not resist getting into a techni- 
cal argument with every customer, telling why he musi 
never wear this or that kind of shoe, but must alway- 
have one built thus and so. All of which was probabl\ 
true as gospel, but it made every sale take twice a- 


much time as formerly. 
In fact Sam became a “bewarer.” The ailments !i 
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ALL YOU KNOW 


discovered in his customers’ feet changed their buying 
habits. Where once they looked forward to the thrill 
of buying new shoes, now they put it off as long as 
possible, fearing they might get a shoe which would 
injure them for life. 

And exchanges—you never saw the like! Once a cus- 
tomer becomes thoroughly scared about his feet, it is 
almost impossible to get him to take the fatal plunge 
of really wearing a new pair of shoes out on the side- 
walk. 

So Sam’s weekly sales kept going down and down and 
down. Eventually Sam “bewared” himself out of a 
job, all the while explaining to the boss how much 
prestige the store was acquiring through his expert fit- 
ting service. 

True enough too, even after he had gone, Sam’s cus- 
tomers remained loyal to him. Nobody could sell them 
then. They wept real tears because the other men 
seemed neither to understand nor to care about the 
peculiar foot conditions about which Sam had warned 
them to beware. 

Sam’s failure cannot properly be charged to the 
course. It was an excellent course, full of the things 
every shoe salesman should know. But it simply got 
the best of Sam because he allowed it to warp his good 
sense. 

Somewhat different was the case of Henry M. Be- 
fore taking the course Henry was an all around good 
fellow, above the average in almost every way. But 
the course put a halo around his head. No longer did 
he shoot pool with the boys at noon, nor match pennies, 
nor go on picnics. Those things were too frivolous now. 
To Henry shoe selling had become a “science.” 

Inwardly he pitied the boys who would quickly wrap 


by MURRAY ¢€. FRENCH 
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up a shoe just because the customer had said, “That 
feels fine. I'll take it.” There was no science to that! 

He hated to waste his talents waiting on “just any- 
body” who happened to be next. Instead he eased it 
into the boss that he really should be held in reserve 
for the hard feet—in the capacity of a consultant rather 
than a salesman. On busy Saturdays and during sale 
times Henry was in the way now. 

No one could dispute the fact that Henry was a first 
class fitter. He knew—and he knew that he knew. But 
unfortunately, Henry gradually lost his sense of style 
and appropriateness. The fit became the whole thing. 
If a customer wanted a blue shoe while a certain style in 
brown provided the best fit, Henry was almost insulting 
if she refused the brown because the color did not suit. 

More than one school girl left the store in tears be- 
cause Henry insisted she must always wear oxfords, 
even to dances. He had no sympathy for her pleas 
that she wanted pretty slippers such as the other girls 
wore. 

Then one day the boss got blood in his eye. He 
called Henry over and said: “Young man, you are about 
to ‘scientific’ yourself out of a good job. If you can’t 
combine proper fitting with giving customers what they 
want, you're out. And what’s more, you’ve got to get 
your sales up where they used to be.” 

Believe it or not, Henry saw the light and became 
human again. 

When Art B. took the course what do you suppose 
he became? A “bone cracker!” 

[TURN TO PAGE 36, PLEASE] 


‘tom R” 
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by 
ANN 
BRADSHAW 


The Story of a Debs Shop that Has Shown a 


Steady Increase in Sales by Offering the Right Shoes at a Price 


within the Reach of Younger Women’s Pocketbooks 


THE Debs Shop in the main shoe department at 
Neiman-Marcus Co., Dallas, Tex., has entered its second 
season with a steady increase in sales. It is the answer 
of Neiman-Marcus Co. to the question: “What can the 
shoe department with an established min’mum price 
limit of $10.75 do to gain the attention of young busi- 
ness and college women whose tastes are in the $10.75 
and above class, but whose incomes or allowances have 
not yet reached that price level?” 

Starting out last Spring as a little step-sister adjoin- 
ing the regular shoe shop, The Debs Shop is now an 
integral part of the main shoe department but still 
maintaining its own advertising program, its own pi- 
quant personality and its own group of eager young 
devotees. The Debs shoes are daring, youthful, round- 
toed and all priced at one figure, $8.75—a veritable 
sample of this store’s best procurable shoes, priced to 
educate an entirely new set of customers who long for 
the quality and good taste evident in finer shoes. 

“We dedicated this new shop to the girl who, in a few 
years, would dependably want better shoes, but who at 
the time could not afford them,” said Burt Eastman. 
shoe buyer. “We found in the younger potential Nei- 
man-Marcus customers a great many buying round-toed 
shoes in the $5-$6 stores, and believed that they would 
prefer paying $8.75 for this type of shoe from us. 
Proof that our hypothesis was correct is our healthy 
increase in the Debs Shop business. 

“Women who wished their feet to look smaller in a 
round-toed shoe and the younger girls took Debs up 
readily. In fact, they buy these shoes as rapidly as we 
get them in. The especially gratifying result to us is the 
new type of face in our midst; the girl who bought her 








BOOT AND SHOE RECORDER, October 19, 1935 


High Grade Women’s Department 


DEVELOPED a Profitable New Market 


EDWARD MARCUS, SECRETARY AND TREA- 

SURER OF NEIMAN-MARCUS CO., LECTUR- 

ING A GROUP OF COLLEGE GIRLS ON HOW 

FOUR PAIRS OF SHOES CAN BE INCLUDED 

IN THE PATERNAL BUDGET—IF THE 
SHOES ARE DEBS. 


shoes previously at the lower priced shops, but who was 
ever eager to have an opportunity to wear quality as 
well as style shoes. This new face is quickly being edu- 
cated to the $10.75 price range. Too, there is another 
new type of face in our Debs sections; that of the young 
matron, happy to be identified with our younger shoes, 
subtly priced within her budget. 

“We have experimented with both a high heel and a 
low heel,” Mr. Eastman said further, “and find an ac- 
ceptance for both, but the real mark of distinction on 
all five types of our Debs shoes is the round-toed, 
youthful air about them that appeals to feminine vanity 
and brings us the loyalty of a new customer face. Our 
five types include the gamut of shoes from tailored, 
sports, afternoon, cocktail to dance. Each type is a big 
factor in getting more women each season to wear 
Neiman-Marcus shoes.” 

Much of the special success of The Debs Shop is due 


to incessant and cleverly executed promotion—news- 


IN GENERAL 
SHOE PROMOTIONS, 
NEIMAN-MARCUS_ CO. 
BRINGS DEBS TO THE 
FORE: ILLUSTRATED 
COVER OF A RECENT 
DIRECT MAIL PIECE. 


EVEN 


paper advertisements with flippant, young verbiage and 
sketches of “smart young things” wearing Debs shoes; 
window displays with zest and teen-age character; tie- 
ups in displays in the Junior and small women shops; 
such advertising conceptions as walls decorated with 
“bhlow-ups” of an attractive young mannequin wearing 
Debs in phases of action and use of Debs in the impor- 
tant right and wrong accessories style showings staged 
with ceremony on the store’s first floor with mannequins 
passing through the shoe sections. 

[TURN TO PAGE 36, PLEASE] 








“RIGHT” USES OF SHOES IN THE NEIMAN-MARCUS 
CO.’"S SEPTEMBER PARADE OF “RIGHT AND WRONG” 
ACCESSORIES FOR AUTUMN. DEBS SHOES WERE 


SHOWN WITH JUNIOR FROCKS OR COATS. 





FIRST the boot, then the lattice strap, then the oxford, 
and now very strong prospects for the broad strap. 
This pattern type, which has been developing steadily 
in the fashion field, now steps over into orthopedic 
and semi-corrective shoes. 

In some comfort lines it is already a factor, and 
every buyer should have his eye on this shoe for 
Spring. Not that it will supplant the oxford as shoe 
number one. But it is giving the oxford some stren- 
uous competition and may, in time, (watch it) become 
the dominant type in the health shoe. 

Drop in on buyer Henry Merdes of Lane Bryant. 


THE BROAD STRAP WITH SQUARE TOE AND 
SQUARED LEATHER HEEL, THE NEWEST 
VERSION OF THIS PATTERN IN A STYLE 
SHOE. IN THE MIDDLE IS A MORE CONSERV- 
ATIVE LAST SUITED TO A COMFORT SHOE. 
BOTH HAVE THE OXFORD TOP LINE THAT IS 
ESSENTIAL TO GOOD FITTING, 
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JUST WHAT The 


The Broad Strap. So Important from a 
Style Angle, Also Has a Bright Future in 
the Orthopedic Field. 


MANY OF THE WOMEN SNAPPED AT 

THE POLO GAMES AND OTHER SMART 

EVENTS THIS FALL ARE WEARING 

BROAD STRAPS. NO QUESTION ABOUT 

THE STYLE ACCEPTANCE OF THIS 
SHOE. 


You will find him laying out his Spring line. Has 
he several broad straps in that line? He has. Will 
he carry a broad strap even in the basement? He will. 
When we commented on how the broad strap is “inch- 
ing in” on the oxford, he said that was too mild a 
phrase. The broad strap—in his business—is making 
real inroads on oxfords sales. 

Nobody can say that the broad strap is as easy a shor 
to make—or to fit—as an oxford. It isn’t. But prop- 
erly designed, correctly fitted, it is a good shoe fo: 
corrective business. The manufacturer and the retailer 
will have to do a little more work to make the broad 
strap fit into the corrective picture. But that work 
must be done, for the demand is very clearly indicated. 

Women are getting a little weary of that same five- 


THE BROAD STRAP SHOWING THE D’ORSAY 

CUT WHICH IS IMPORTANT IN STRAP STYLE 

SHOES. THE DOTTED LINE INDICATES THE 

WAY THIS SHOE MUST BE CUT TO BE PRAC- 
TICAL FOR A HEALTH TYPE, 
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DOCTOR WOULD ORDER 


by RUTH HARRINGTON 


eyelet shoe they have worn these many seasons. They 
want something a little different, and the broad strap 
seems to be it. It’s new and smart. It’s a little lighter 
in its effect. 
made right. 

How will the broad strap as an orthopedic choice 
differ from the broad strap in style shoes, where fitting 
dificult feet is not a problem? 

In discussing this question with experts, we gather 
that the most essential requirement is an over-size last. 
Vamp measurements must be both high and wide to 
‘take the “bite” out of the opening below the strap. 
The foot must be able to slip down comfortably into 
the sides of that opening. The little “cushion” of 
flesh, made by a too tight lasting, will queer the broad 
strap with the woman whose foot is full——and that 
means nine-tenths of comfort shoe wearers. We didn’t 
have to worry about that cushion in an oxford, but 
with the broad strap that point must be considered 
very seriously. 

The next point is the cut of the back part. It must 
be good and high, a five-eyelet oxford top line. No 
D’Orsay cuts for your comfort one-strap. Smart as 
it is in style shoes, the D’Orsay broad strap is out- 
definitely-in shoes with a health appeal. The typical 
“sabot” strap is taboo, too, with its strap crossing a 
pump throat line. The strain of the strap must be 
so adjusted that it will hug the foot closely and allow 
no possibilities of the shoe gapping and falling away 
from the arch. 

When the strap strain is right, it is just as effective 


And it gives plenty of support if it’s 


THE MONK TYPE—ANOTHER VARIA- 
TION OF THE BROAD STRAP WHICH 
IS GETTING MORE IMPORTANT IN 
THE ORTHOPEDIC FIELD. THE GYPSY 
SEAM ELIMINATING ANY BINDING 
ACROSS THE FOOT IS AN EXCEL- 
LENT COMFORT FEATURE AS WELL 
AS A STYLE NOTE. 


as the oxford in “bandaging” the foot. Buckles or 
buttons allow for plenty of adjustability in fitting dif- 
ferent feet or in making the shoe tighter and firmer 
as it loosens with wear. The skillfully designed broad 
strap is “just what the doctor would order” .. . a 
shoe with real support and good adjustability. 

Two straps and three straps are beginning to share 
the honors with the broad steping style shoes. And 
the comfort specialists find these double and triple 
straps even more suitable to their purpose than the 
single ones. Since the support and the adjustability 
are both increased by multiplying the straps and cover- 

[TURN TO PAGE 38. PLEASE | 


TWO STRAPS AND THREE STRAPS SHARE 

THE STYLE HONORS WITH THE SINGLE 

STRAP AND GIVE ADDED SUPPORT AND 
ADJUSTABILITY. 


LEFT: THE SMARTEST TYPE OF T- 
STRAP WITH A GOOD WIDTH TO 
THIS FRONT STRAP, AND A STURDY 
LOOK THAT IS INFINITELY MORE 
FLATTERING TO A HEAVY FOOT BE- 
CAUSE IT BREAKS UP THE EX- 
PANSE OF THE INSTEP 








OUR BIGGEST CUSTOMER FOR 


UNCLE SAM is by far the largest consumer of boots 
and shoes in this country, if not in the entire world. 
He is now purchasing approximately 4,000,000 pairs 
of boots and shoes, including both leather and rubber, 
annually for the CCC and the military and naval arms 
of the Government service. Purchases for the CCC 
alone in the last two years totaled 6,109,525 pairs at a 
cost of $16,402,019.77. Purchases for the Army, Navy, 
and Marine Corps, exclusive of CCC purchases, now 
average abut 765,000 pairs a year. The quotas for 
the years 1933 and 1934 are heavier. 

Purchases for the War Department, which include 
the National Guard and the R.O.T.C., in leather foot- 
wear for 1935 amounted to 1,227,481 pairs as against 
the 891,632 pairs purchased in 1934, or an increase of 
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“The Yanks 
Are Coming” 


NATIONAL GUARDSMEN GOING 
OVER THE TOP AT PINE PLAINS, 
N. Y. DURING RECENT MANEU- 
VERS. THIS IS THE KIND OF 
ACTION THAT WEARS OUT SHOES 
AND MAKES TREMENDOUS RE 
PLACEMENT NECESSARY. 
Times Wide World Photo 


SHOES 


335,849 pairs. Of these purchases in 1935, there were 
847,678 pairs of service shoes, 194,116 pairs of garri- 
son shoes, 185,687 pairs. of leather boots, and 51,420 
pairs of overshoes or arctics. In 1935, the War De- 
partment purchased 51,426 pairs of rubber footwear, 
an increase of 34,935 pairs over the 16,491 pairs pur 
chased in 1934. 

The purchases of leather footwear for the Marine 
Corps in 1935 amounted to 44,996 pairs, an increase 0! 
11,834 pairs over the purchases of 1934 which 
amounted to 33,162 pairs. In rubber footwear the 
Marine Corps purchased 1980 pairs in 1935 over th: 
1440 pairs purchased in 1934, or an increase of 54) 
pairs. 

The Navy Department, including the Coast Guard 
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SOME FOUR MILLION PAIRS THIS YEAR AND MORE 
TO COME — ARMY MAY CHANGE TO BOOTS 


was the only one of the three departments to show a 
decline in 1935 purchases in both classes of footwear. 
in 1935 the Navy Department purchased 102,340 pairs 
of leather footwear, a decrease of 75,410 pairs from 
ihe 177,750 pairs purchased in 1934, and 9680 pairs of 
rubber footwear, a decrease of 9378 pairs from the pur- 
chases of 1934, which amounted to 19,058 pairs. Of the 
102,340 pairs of leather footwear purchased by the 
Navy Department in 1935, 31,640 pairs were high 
shoes and 70,700 pairs were low shoes. 

The increased purchases by both the Army and 
\larine Corps were probably due to the authorized en- 
listment increases in these departments made earlier 
in the year. Authorized increases in the Army enlist- 
ments are expected to require additional purchases of 
10,000 pairs of boots and 92,500 pairs each of seryice 
and garrison shoes during the next fiscal year. 

In connection with the CCC work, approximately 
23,200 project superintendents and foremen under the 
Forestry Service are required to wear specified leather 
boots, shoes and leggings in their work; likewise 1200 
regular employees of the Forestry Service have speci- 
fied boots and shoes. These purchases are made by the 
individual, but since they must be in accordance with 
Government specifications they can be classed with 
purchases by Uncle Sam. 


Ww. Ss. A. 


Some indication of the trend of shoe prices on stand- 
ard types can be seen from the recently submitted bids 
by four leading shoe manufacturers to the Bureau of 
Supplies and Accounts of the Navy Department at 
Washington, D. C., for supplying 32,000 pairs of high 
and 85,000 pairs of low black calf shoes. 

The bids were on a basis of 14 to 34 cents per pair 
higher on high cut shoes, and 12 to 27 cents per pair 
higher on low cut shoes as compared with the prices 
paid for similar shoes last March. 

The Endicott-Johnson Corporation, which figures 
prominently in the manufacture of Army and Navy 
shoes, submitted the low bid of $3.09 on 32,000 pairs 
of high cut shoes, and $2.89 for 85,000 pairs of low 
shoes, 


The International Shoe Company, of St. Louis, sub- 
mitted a bid of $3.295 on the high and $3.045 on the 
low cut shoes at the Sept. 27, 1935, opening. 

The other companies submitting bids at this opening 
were the Joseph M. Herman Shoe Company of Millis, 
Mass., which submitted bids of $3.24 for high shoes 
and $2.99 for low shoes, and the Brown Shoe Company, 
of St. Louis, Mo., with $3.28 for high and $2.995 for 
the low shoes. 

The shoe companies which intend to participate in 
the bids for supplying 187,500 pairs of Army Serv:ce 
shoes Oct. 23, 1935, will be called upon to submit al- 
ternate offers on Special Type “D” and Special Type 
abel aed 

Type “D” calls for a leather sole, full middle so!e, 
and a leather heel, while Type “E” requires a corded 
rubber sole and an uncorded rubber heel. Otherwise 
they will conform in all respects to tentative Army 
specifications for service shoes made Sept. 20, 1935. 

The major changes in Type “E” provided for a 
straight 14 iron black corded rubber outer sole, a 5 to 6 
iron leather middle sole, and a whole 6/8 uncorded 
rubber heel. 

Following an intensive and conclusive test on three 
companies of infantry, which it required over a year 
to complete, the Infantry Board has come to the con- 
clusion that high laced boots are more practical and 
comfortable for the foot soldier. It was found that when 
the boots are new they present a neat and pleasing 
appearance and serve to dress up the man from the knee 
down. Also field tests have proved conclusively that 
the high boot is the more practical because it protects 
the soldier’s leg from heavy underbrush, mud and water 
and serves to keep out dirt and sand, which otherwise 
would cause blisters and sore feet. Black was found to 
be the most practical color because under field condi- 
tions the russet colored boot was found to present a 
stained and deteriorated appearance sooner than the 
black boot. 

From the results of these tests it is expected that the 
infantry in the future will be supplied with h‘gh laced 
black boots when the change can be made economically. 
It will have to be a gradual change, for the stocks of 
shoes and leggings now on hand will have to be con- 
sumed so as to prevent those items from representing a 
loss to the Government. 

[TURN TO PAGE 52, PLEASE | 
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he Edbilors Ouldook 


PRICE FREEDOM COMES 


FLEXIBILITY 


NOW come the experts to tell us “how it can be done.” 
Buy shoes high and sell them low. First in the proces- 
sion is the Brookings Institution of Washington—a fact- 
finding body up until now most successful in pointing 
the errors of economic experimentation. 

When the Brookings Institution stuck to facts which 
could be measurable against the burden of taxation, 
why then it served a creditable function. But now it 
steps out with a price-reduction plan and says: 

“The plan does not envision quick reduction of all 
prices—a move which might disturb the weight struc- 
ture, but does look to cuts when technical improvements 
in any line of manufacturing justify them. The plan, a 
result of long study by Brookings experts, is based on 
the fact that if shoes, for instance, are made cheaper for 
the man with a small income, he can either save or spend 
on some other article the difference between the old price 
and the new. Expanding purchasing power through 
price reductions does not threaten insolvency to those 
who follow it, but rather offers a road to increasing 
profits.” 

There you have it from the learned Doctor of Econ- 
omics himself, who takes the natural example of shoes 
because it is universally used. Now if this famous study 
is based on the fact that shoes must be made cheaper 
for the man with a small income so that he can save 
or spend elsewhere—“rob Peter to save Paul”—he has 
another think coming his way. 


IF a shoe were only a shoe and nothing else, the re- 
search experts might get somewhere with their pseudo- 
economics. But a shoe is not an article that lends itself 
to technological improvement to the point where its 
price can be set up by statisticians and plan-makers. It 
is the most human article of all wearing apparel, infi- 
nitely variable in type, character and use. It is not a 
unit. It is a complexity of human needs for protection 
and adornment and its price is as flexible as any man’s 
purse. 

Just how much money the Brookings Institution will 
save by this plan is only within the realms of high statis- 
tical endeavor. The total sale of all shoes at retail in 
the year 1933 was $731,666,000 for approximately 350,- 


WiTH 
AT RETAIL 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


000,000 pairs of footwear. Simple arithmetic indicate- 
that the average sales price for a “unit” of footweai 
was $2.15 at retail. 

How much—oh, how much can be taken out of that 
price to give the farmer increased purchasing power’ 
It is time to talk the sense of sales rather than nonsense 
If we had a dictator of economic enterprise in the shoe 
industry, which is the inevitable outcome of such weird 
planning, we could do no better in economic service 
to the public than what was done in 1933 when the shoes 
of a nation were made and distributed at a loss. In 
fact, if the truth were known, no profit was made in the 
shoe industry in 1933, for under a capitalistic system 
we must never forget that it is, after all, a profit-and- 
loss system under which few profit and many lose. 


ENDUSTRIES progress or degenerate depending upon 
the wisdom shown in the marketing of their projects. 
The public has been getting more than its dollar’s worth 
for a number of years in shoes, but now there are eco 
nomic forces at work that will make impossible a con- 
tinuation of present prices, much less a general reduc- 
tion thereon. Prices back of the line of the shoe store 
shelf cannot be denied—as much as the industry might 
wish to serve cheaply and well. 

What this industry needs is price freedom and the 
flexibility in values. No man in the world can tell the 
value of shoes better than the customer who finds in 
one a fit and a service and in another pain, discomfo:! 
and dissatisfaction—although the price for both ma\ 
be the same. 

The way for an industry to raise prices is not to raise 
them—if you get what we mean—for when a store has 
a variety of prices that can fit the shoe and the price 
to the consumer’s foot and purse, industry doesn’t e\- 
pose itself to published statements that all shoe prices 
are forced into higher brackets because of the pressure 
of raw stock, taxation and general up-turn of all prices 

[TURN TO PAGE 45, PLEASE | 
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NOW 
GOODYEAR 
PRESENTS 


STYLED BYA 
FAMOUS DESIGNER 


ERE pictured is the latest addition this new heel has a design from the 
H to the famous family of Goodyear drawing board of an artist noted for 
Wingfoot Heels—a rubber heel witha the success of his work in styling 
firm foundation of wood, to give it the products of many kinds. 
smart-fitting, trim-fitting, tight-fitting 
perfection which the heels of a quality Naturally, such a heel costs more to 
shoe should have. build, but in the style and smartness 
And to make it still more of a decora- it adds to any shoe, it is amply worth 
tion to any shoe on which it is used, its extra price. 


THE GREATEST NAME IN RUBBER 


WINGFOOT HEELS 


MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 
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Wetherby-Kayser Company Obserces 50th 


Anniversary With Many Improvements 


THE Wetherby-Kayser Shoe Company reached the 
half century mark in business in the Los Angeles area 
this Fall and is celebrating the event by making a large 
number of improvements. 

The major improvements to date are the complete 
rebuilding of the fine Pasadena store at 476 East Colo- 
rado Street, several improvements in the San Diego 
store and the announcement of plans to open a new 
store, which undoubtedly will be the last word in 
modernity, to take the place of the main store now at 
727 S. Broadway, Los Angeles, which is to be closed. 
The location for the new store has not been decided 
upon. 

The new Pasadena store gives the company one of 
the most elegant and refined salon type shoe stores in 
that city. The main salon for women’s fine shoes has 
a street frontage of approximately 20 feet and a depth 


Commemorates 
HALF 
CENTURY 
of 
SHOE 
PROGRESS 


Interior view of the modernized and refined shoe shop of 
Wetherby-Kayser Company, Pasadena. 


of 80 feet. The shop for men is reached through an 
archway at the left and is approximately 18 by 40 feet 
in dimensions. 

The women’s salon is beautifully finished and fur- 
nished. The walls are done in off-white and the ceiling 
in coral pink. The broadloom carpeting is in taupe, 
and the tapestry of the settees in rust. The tapestries 
of all chairs are in canary yellow. 

The woodwork throughout is in gumwood and maple, 
harmonizing with colonial maple of the chairs and other 
articles of furniture. The fitting stools tie in with the 
ultra modern trends and show tubular chromium plated 


frames. 
[TURN TO PAGE 44, PLEASE] 


The original F. B. Wetherby Shoe Store in Pasadena, reproduced from 
an old photograph. 
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Whar the Fathers of this Republic 


id About CHAIN STORE COMPETITION 


“The Congress shall have power... 
to promote the progress of science 
and useful arts, by securing for lim- 
ited times to authors and inventors 
the exclusive right to their respec- 
tive writings and discoveries.” 


money over a pe- 
riod of years. 
Thus the patent 
laws were born; 
ever since, new 
ideas have contin- 
ually renewed the 


When this impor- 
tant little para- 
graph was written, 
the framers of the 
Constitution prob- 
ably were not think- 


ing ahead 150 years 
to your problems 
as an independent 
shoe merchant. 


They were thinking, however, of a 
broad principle which is sound today: 
That when everybody’s product is pretty 
much like everybody else’s—so much so 
that the layman cannot understand the 
differences in value—the door is open for 
ruthless exploitation and lowered stand- 
ards. 


They therefore sought to encourage 
the development of something different, 
not to be measured by the ordinary 
standards of value—and to protect the 
originator so that he could make some 


—Article I., Section 8, Constitution of 


sources of business 
opportunity in 
America. 


the United States 


Against today’s price competition in 
shoe retailing, such a life-saving idea has 
now come into being, under the protec- 
tion of patents. So different that it de- 
fies comparison with ordinary men’s 
shoes — so easy to sell that a simple 
floor demonstration works almost every 
time—so satisfactory to the wearer that 
he enthusiastically sends in his friends. 


If you are looking for something to set 
you apart from price competition, now 
and for the future, investigate the new 
Crosby Square Flexible Shoes. 


Abily hore 


XIBLE, SHOE 


WALTER BOOTH SHOE COMPANY, 302 North Broadway, Milwaukee, Wis. 


When writing advertisers please mention Boot and Shoe Recorder 















BOOT AND SHOE RECORDER, October 19, 1935 


oe haved 


THERE YOU WILL FIND 


At the brilliant opening of this “new American opera” 


BC 





(( 












an important style trend was very much in evidence. From Row A in the orchestra 
to double Z in the balcony, many of the smartest shoes were of patent leather. Some 
were all-over patent — some combined this lustrous leather with other materials. This 
is all in line with what a famous couturiere has told us: — S 


“‘Well-dressed women this year, more than any other, will need patent leather shoes as a ; 


proper complement to the glossy furs and smooth-finished fabrics now so much in vogue’’. 
In placing your orders to meet this demand you will do well to consider the special 
advantages of Colonial Patent. It is deservedly the world’s largest-selling patent leather, 


for it wears longer, retains its mirror-like sheen and is least susceptible to cracking. 






Your shoes, when made of Colonial Patent, are sure to capture that bit of glamour 






so appealing and so necessary to women. Colonial Tanning Company, Boston, Mass. 
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glam 


(COLONIAL PATE nr 


Seen at the Opening Night 
of “Porcy AND Bess” at the 
Alvin Theatre in New York 














FOR THE BEST PATENT LEATHER SHOES 
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N Kes Sony 


WINDOWS 
THAT STOP 
MEN 


A GREAT many men’s shoe merchants apparently have 
the idea that their customers are interested only in win- 
dows filled with shoes. Week in and week out, from one 
year to another, they utilize every available inch of 


Shoe Making on 42nd Street 


ROGERS PEET USES BLOW-UPS OF 
PHOTOS OF SCENES IN A HIGH- 
GRADE SHOE FACTORY FOR A 
BACKGROUND FOR THIS INTERESTING WINDOW. 


£ POINTER BROWN 
PROS, th a, RI 6 a, 


space from front to rear and top to bottom in showing 
their complete range of styles, the theory being that the 
man in the market for shoes is interested in the mer- 
chandise and not in fancy backgrounds, and that many 
men can be virtually “sold through the window,” if the 
showing of styles is extensive enough to appeal to the 
tastes of all classes of customers. 

There’s a lot to be said in favor of this theory of 
men’s shoe promotion, particularly as it relates to the 
medium and popular price grades. Experience has 
demonstrated that a great many men do like to look 


SEVEN OPERA- 


TIONS, FROM THE SELECTION OF THE UPPER STOCK TO THE FINAL 

EXAMINATION OF THE FINISHED SHOE, ARE ILLUSTRATED AND DE- 

SCRIBED ON NEATLY LETTERED CARDS. SHOES OF VARIOUS STYLES 
AND TYPES, ALL FROM THE ONE MAKER, ARE SHOWN. 
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Dog Show at Baltimore 


N. HESS & SON USE BLOW-UP PHOTOS OF DOGS FROM WHICH THE NAMES 

OF THE MEN’S LEATHER COLORS FOR FALL HAVE BEEN TAKEN. THEY 

ARE MOUNTED IN RED CEDAR FRAMES AND FORM A BACKGROUND FOR 

TOWN AND COUNTRY SHOES. THESE DOGS ARE ALL BOOT AND SHOE 

RECORDER ENTRIES—BLOW-UPS FROM PHOTOS YOU SAW IN OUR JUNE 
29TH STYLE AND LEATHER COLOR PROMOTION. 


Seotties —Best of Show 


DOGS AGAIN, THIS TIME SCOTTIES— 
USED TO CALL ATTENTION TO THE 
SCOTTY BROGUE SHOES WERE 
SHOWN IN ONE PATTERN ONLY AND 
FEATURED IN SCOTCH GRAIN—FILL- 
ING THE ENTIRE WINDOW AT SIL- 
VERWOOD'S, LOS ANGELES. LEFT 
SHOES WERE ARRANGED IN ONE 
SIDE OF THE WINDOW AND RIGHT 
SHOES IN THE OTHER. TOY SCOTTY 
PUPS, A SMALL KENNEL AND LARGE 
BLUE RIBBONS SERVED FOR ATMOS- 
PHERE. 


over a lot of styles and pick out the types of shoe in 
which they are interested before entering the store. 


This doesn’t prove, however, that the average store Football Heroes and Spectators 
p g 


selling men’s shoes should pursue a policy of massed A TIMELY WINDOW AT POLSKY'’S, 
AKRON, OHIO—BOLD POSTER 
TECHNIQUE PANEL IN THE CENTER 


displays to the exclusion of all other types of windows. 
On the contrary, it’s usually advisable to introduce a UNIT ABOUT WHICH IS GROUPED 


VARIOUS FALL TYPES IN SEVERAL 


[TURN TO PAGE 38, PLEASE ] GRADES. 
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The 
YOUNGER GENERATION 
























Charles B. Brown 


ALMOST before the ink of the signatures on his “Clearance 
Papers” from Brown University had become well “set” into the 
parchment, Charles B. Brown grabbed himself a job as fitter in 
a mid-town New York City shoe store. He wanted an opportunity 
to “check” first-hand, on the practices and mental attitude of shoe 
fitters in a better-than-average store in the big ciy. A few months 
at that gave him the information he desired. 

During his college vacations Brown had spent most of his time 
with Dad, Charles Henry Brown, in his experimental shop. A new 
departure in last-modeling and shoe-construction, upon which 
young Brown and his Dad had jointly been working for two or 
three years, was ready for a serious factory try-out. 

So the Browns—father and son—went into the factories with 
which they had long been associated, rolled up their sleeves and 
spent many months superintending the job of building lines of 
both men’s and women’s shoes according to the new principles 
developed through their research. 

Then they opened a store on Fifth Avenue, New York, entirely 
at their own expense and for nearly three years have carried on a 
“proving-out” operation which has made many thousands of cus- 
tomers, not only in New York City but in most of the states in the 
union. 

The new type of shoes are being made in fashionable welts and 
are now being carried by Charles B. Brown into the New England 
States and the upper half of New York State. 
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By 
John L. Harris 


ANTIQUES 







SO soon as we begin to live—we also 
begin to die. 

Whether we speak of human life, a 
tree, or an animal, we must think of 
it as having been young before it can 
grow old. 

In merchandises an article must first 
be new—before it can become an 
antique. 

If you are selling antiques, the old- 
er it looks, the more dilapidated it 
appears, the more value it has. 

Not so long ago, there was an “ex- 
pose” of the modern antique shops. 
Considering the amount of “things” 
these shops sold, every home of a hun- 
dred or more years ago must have con- 
tained at least six to ten dining rooms 
and from ten to twenty “parlors,” not 
to mention thirty bedrooms and at 
least six kitchens. If not, then where. 
where did all these “antique pieces” 
come from? 

There is hardly a home in West- 
chester or Long Island that hasn’t at 
least one piece of aged furniture over 
a hundred years old. 

To supply this “demand” it become 
necessary for shops to produce an- 
tique wares. 

In the modern shops of today, par- 
ticularly in the field of wearing ap- 
parel, there is “no call” for antiques 
and yet, through neglect and careless- 
ness in handling your modern wares, 
you are unconsciously creating an- 
tiques. 

Not so long ago when you went into 
a clothes shop, you found long tables 
arranged with piles of garments. The 
blues and browns and grays were all 
“stacked” in sizes and a salesman was 
compelled to “drag out a garment.” 
What did it look like after you tried it 
on? Pretty nearly always the salesman 
would say, “Don’t mind the creases. 
[TURN TO PAGE 38, PLEASE] 
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It's good business to start him off in 


Newly added in stock 
Ready November 15 


rbd. 


BY THE HOUSE OF EDWARDS 


It is good business to make sure that those first 
shoes don't interfere with the natural growth and 
development of baby’s tiny, plastic feet. And 
they simply can't interfere if they are Softees by 
Edwards in kidskin. For Softees are made on a 
famous Edwards last and are scientifically correct in 
every detail. And, of course, kidskin is the ideal 
leather for infants. It is flexible, durable ... and 
permits toddling little feet to breathe and flex, and 
enjoy perfect “barefoot” freedom with protection. 


J. EDWARDS & COMPANY 
314-322 N. 12th ST... PHILADELPHIA 
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NATIONAL SHOE 


"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety' 


FOUNDED 1912 





M. A. MITTELMAN 


President of the National Shoe Retailers 
Association, who sees bright prospects for 
retailers who merchandise quality and ser- 
vice intelligently. 





What a Country We Live In! 


PER CAPITA consumption of leather 
footwear in 1934 has been very graphically 
charted by the Department of Commerce 
in Washington, D. C. 

This chart for the year 1934 shows con- 
sumption of shoes per person:— 


United States 
United Kingdom 
France 

Belgium 

Sweden a 1% 
Netherlands = 1% 
Germany “ 14% 
Norway “ 1% 
Denmark “ 1% 
Czechoslovakia es 1Y%o0 
Switzerland “ 1 


approximately 2% 


“ 


Italy, Austria, Yugoslavia, Greece, Fin- 
land, Rumania, Lithuania, Portugal, Po- 
land, Bulgaria, Spain, Estonia, Latvia, 
Albania, Hungary have a per capita con- 
sumption of leather footwear amounting to 
less than one pair per person per year. 

Apparently in some countries where con- 
sumption is less than 1 pair per year, as 
compared with 2% pairs per person per 
year in the United States, some wearers 
must wear the same pair of shoes for a 
period of about two years or over, as the 
quotation is average consumption. 








Service and Quality Strongest 
Weapons of Independents 


Shoe Retailers Must Budget and Merchandise According to 
Modern Methods to Survive Chain Store Competition 


By M. A. MITTELMAN 
PRESIDENT, NATIONAL SHOE RETAILERS ASSOCIATION 


SHOE retailing for the remainder of 1935 and the first six months of 193: 
appears favorable. As I stated at the Style Conference held at the Waldor! 
Astoria in New York City a few weeks ago, business is showing greater vitalit 
than in any upswing since 1930. 

A statement by the American Federation of Labor says: “The last four month 
of 1935 may well bring a higher level of industrial operations and earnings tha: 
for any similar period since 1930.” 

The New York stock exchange is also an indicator and barometer for a 
upswing in business. The strengthening of prices of raw materials in all branche-. 
especially in our industry, also indicates a rising market which invariably spell- 
good times. 

In view of these facts, every indication points to potential increased purchasin: 
power ahead and if the shoe retailer of America will chart his business in accord- 
ance with conditions and merchandise accordingly, and if he does this intelli- 
gently, he should wind up with a profit, so necessary for his existence. Mor: 
than that, unless the independent retailer learns to budget and merchandis: 
according to modern methods he will disappear from the picture and make rooin 
for the ever increasing chain store encroachment on his field. 

And while our Government and Administration seem to approve of the chain 
store idea, I here and now sound a warning that shoe retailers throughout the 
country must, in some manner, organize on a composite merchandising schem: 
to combat this chain store evil which is growing in leaps and bounds. 

Your first and best weapon against the chain store is service. 

Your second weapon is specializing in quality grades. 

Your third weapon is buying more intelligently and detailing shoes with ce: 
tain specifications like solid leather counters, leather toplifts and toe boxes. 
proper shank pieces and a definite check-up to see that the manufacturer gives 
you the most important thing in shoemaking, and what is the proper last regari- 
less of what method of bottoming they may use. 

No matter what care the manufacturer may have used in upper stock selec- 
tion, unless your shoes are properly lasted and that certain amount of han 
shoemaking is put into the shoes, they cannot be QUALITY and will not stand 
up. If these details are followed out, your shoes surely will not be compar::! 
with the so-called chain stores’ incubator shoes. 

It has been my pleasure to be President of the National Shoe Retailers Ass- 
ciation during two of the most eventful years in merchandising history. We have 
operated through the period of governmental control of practically every fune- 
tion of business and now we are well into a new cycle of responsibility, as t!ic 
yoke around our necks has been removed and we are again on our own. 

The shoe merchants of New York gathered together recently and wrote {01 
themselves a code of practice on the problem of sales and the terminology »! 
advertising. Every shoe merchant in America is watching the New York expe:i- 
ment, for if the greatest shoe selling center of America sticks to its princip!:s 
of honest merchandising, then the rest of the country can pattern and pro'it 


thereby. 
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RETAILERS ASSOCIATION 


News Bulletin 


SERVICE CENTER 
274 Madison Avenue 
New York, N. Y. 





Just a word about fashion in our industry. We realize that fashion plays the 
biggest part in our business and that some concerted thought on the subject 
months in advance of the sale at retail will be helpful, not only to the retailer, 
but to the industry as a whole. All retailers must realize that supporting the 
Fashion Guild of America is a great step forward, for you are not alone pro- 
tecting the manufacturer, but yourselves likewise, on fashions brought out by 
the manufacturer and confined to you in your city, which also will individualize 
your store and single you out, from a fashion standpoint, from the chain store. 

In conclusion, I am pleased and proud to tell you that the National Shoe 
Retailers Association in the last three years has done a marvelous job, especially 
since headquarters were moved to New York City. Under the management of 
our mutual friend, John J. Holden, the retailer has been kept informed through 
the trade press and direct by mail. Our style conferences, especially the last 
one, held a few weeks ago, have been most successful and the attendance has 
practically tripled. 

The function of this, your national organization, is most important to you 
and should be supported by every shoe retailer throughout the country. 

The next national annual function, which takes place in January. in Chicago. 
in cooperation with the National Boot and Shoe Manufacturers Association, for 
the first time in the history of our National Association, will be the greatest 
function of its kind, for already more than 400 manufacturers have made reserva- 
tions and today the problem seems to be in taking further reservations from 
manufacturers. 


Problems in Shoe Retailing 


From an address by John Slater of J. & J. Slater, New York, Chairman of the 

Board of Directors of the New York State Shoe Retailers Association, Past 

President of the National Shoe Retailers Association and a member of the 

Board of Directors of the National Association, at the New York State Shoe 
Retailers Association Convention in Syracuse, N. Y 


MY subject—Problems—suggests trouble, but they confront us every day of 
our lives, whether it is in our social or our business contacts. 

In business, we find ourselves confronted with questions like these: 

How is business to be conducted so that the shoe retailer will be adequately 
paid for his services? 

Where shall we begin to build the structure that will withstand the onslaught 
of the chiseler who lurks at every corner, seeking his next victim? 

Shall we control sales and make definite dates for clearance? 

Will department stores, chain stores, individually controlled stores work in 
harmony to bring about this state of perfection? 

Can the individually controlled store go on its own and pay no attention to 
the department store or to the chain store? 

How can we maintain our markups and avoid the markdowns which, if too 
many, may ruin our business? 

Have we the courage and the vision to lose a few sales, rather than stock up 
too heavily on high style merchandise merely to suit the whims of a few ca- 
pricious and fashion-fickle women? 

These, my friends, are problems which face us all. Many of them are met 
with little difficulty in the small town but are greater in the larger city. 

Do not hesitate to lose sales on slow moving lines. Move your stock so that 
your losses will be minimized. [CONTINUED IN NEXT COLUMN] 





The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association. 





JOHN SLATER 


Chairman of the Board of Directors, New 
York State Shoe Retailers Association, and 
Former President of the N.S.R.A. 





Quick action brings back cash that can 
be re-invested and an ultimate profit. 

I strongly advise changing your win- 
dows once or twice a week, as a bright 
store front and a smart interior bring 
bright, happy customers and a contented 
clientele. 

My own personal experience has been 
fortunately associated with the individ- 
ually controlled store. I say “fortunately” 
for it is here that I consider we have the 
upper hand. In the individually controlled 
store, the customer is personally and in- 
dividually ours, because of the merchan- 
dise that we sell and because of the ser- 
vice that we give. We are fortunate in- 
deed that we do not depend upon other 
departments for their ideas, nor have we 
other departments to conflict with. With 
us, the formula for buying, handling and 
selling of merchandise resolves itself 
quickly into two things; one is goodwill 

. . the other, profit. Of the two, I be- 
lieve that goodwill is far more important. 
For, while we can live a year or two with- 
out profit, I’m afraid we wouldn’t last long 
without goodwill. And in these chaotic 
days of talking, bartering, fighting, and 
planning, and with our modern lives more 
or less dedicated to pleasures and to 
profits, we are frequently apt to overlook 
the importance of goodwill. I may say 
that we are apt to forget the cumulative 
force of goodwill. 
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Saddle insole 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 
pany operates these 
modern factories in 


eight important terri- A ly OE 


BROOKLYN, N. Y. 


FITZ BROS. CO. 


ee ee tories. Its facilities for 


style and service are 
constantly available 
to the shoe manufac- 
turing industry. 


CE Eas 8 a \\ y; : 
UNITED LAST CO. SQ} Mi KRENTLER BROS. CO, 
BROCKTON. MASS. = ST, LOUIS, MO. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N. Y. 
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How a High Grade Women's Department 
Developed 


A Profitable New Market 


[CONTINUED FROM PAGE 17] 


“In our right and wrong accessories 
style showings, as in our recent Septem- 
ber showing to a capacity audience, we 
showed the right and wrong alliances 
of Debs shoes with Junior costumes,” 
said Mr. Eastman. “The showings serve 
as a shoe clinic, and emphasize, to 
Juniors and small women, the possi- 
bilities that lie in having more than 
one pair of Debs shoes for each dress. 
This gives any one dress more variety. 
Ordinarily the shoe variety for each 
dress will lie mostly in color, but in 
some cases a dress can serve for both 
afternoon and cocktails, for instance, 
with a change of shoes.” 

In announcing the September right 
and wrong showing, Edward Marcus, 
secretary and treasurer of the com- 
pany, said: “Wrong accessories often 
spoil a perfect costume—that is, the 
occasion of this showing of right and 
wrong costumes. We are eager to have 
you combine your frocks and shoes, for 
instance, with imagination and daring, 
which is especially possible this sea- 
son with Renaissance and military 
motifs.” 

Throughout the showing, Mr. Marcus 
urged the elimination of too much color 
in one costume. Dubonnet suede ox- 
fords and bags were used with a black 
dress, but all other accessories were 
in black. This served to give shoes 
special color importance in Autumn 
ensembling. 

Shoes, bag and belt of Dubonnet 
alligator were used correctly with an 
otherwise gray costume. A costume en- 
tirely of Dubonnet was shown as wrong 
because it gave neither shoes nor other 


parts of the costume an opportunity 
for contrast, and, consequently inter- 
est. Green shoes, gloves and hat were 
used with an otherwise black costume, 
correctly. Other correct features of the 
showing which have proved a direct 
stimulant to Mr. Eastman’s sales for 
Fall are, briefly: Flat sandals in brown 
with green hose and otherwise green 
sports costume. Navy alligator shoes 
and bag with lacquer red costume. Cop- 
per beech shoes and bag and hat with 
navy woolen costume. Copper beech 
calf and brown suede combination strap 
shoes, bag and gloves with a costume 
in which everything else was green. 
Black military boots in suede with a 
Persian lamb costume. 

“Flat heels are the answer to how 
you can wear the shorter dresses in a 
smart way, and you must wear shorter 
dresses to be well dressed this Fall,” 
said Mr. Marcus. “Flat heels make 
shorter dresses more becoming.” 

Flat heels were evident throughout 
the showing, but especially style worthy 
in the evening division of the show 
with gold sandals used with a Renais- 
sance black evening gown with a gold 
lace collar and gold hair ornamenta- 
tion ... gold sandals with a changeable 
taffeta frock ... silver sandals with a 
black tulle skirted frock with silver 
pailletted blouse. 

Such care in shoe promotion is 
typical of Neiman-Marcus Co., and is 
one of the foremost factors in the 
healthy sales enjoyed by the Debs Shop. 
There is never a lull in the shop’s pro- 
motion; consequently, never a lull in 
selling results. 





Don't Tell All You Know 


[CONTINUED FROM PAGB 15] 


Art had a winning smile and a con- 
vincing personality. Quite disarming, 
he was. However, before showing a 
shoe he would put the customer’s heel 
on his knee and say playfully, “Now 
let’s see how the little foot is today.” 

Then—unless the customer was wise 
to what was coming and jerked away— 
Art would seize the foot firmly in both 
hands, put both thumbs under the 
metatarsals and force them up sudden- 
ly with a crack that would send a 
frightful pain through the most rugged 
constitution. 

“Ah, the metatarsals are down a bit,” 
Art would exclaim in high glee. That 
was just what he had wanted to find. 
For some fiendish reason he considered 
that bone-cracking rite a good joke on 
the innocent customer. Just like the 
playboy who gloats on cracking your 


unsuspecting knuckles every time he 
shakes hands. 

After listening to several complaints 
the boss ordered Art to cease all bone- 
cracking, no matter how beneficial it 
might be in some cases. 

Just one more case. When Tom R. 
took the course he developed a different 
phobia. Tom became a “jaw-breaker.” 
He simply couldn’t leave the big words 
out of his conversation. 

Do customers like that? Yes, some 
of them do—about one out of a thou- 
sand, I’d say. 

I remember watching a sale Tom 
made. A man weighing about one- 
tenth of a ton breezed in and said to 
Tom, “Pair of kicks, Buddy. Black.” 

Tom took his shoe off, scanned the 
bottom fore and aft. He took out his 
pencil and made a check mark on the 
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outside shank. Next he produced the 
measuring device and noted on a pad 
the length and width seated and stand 
ing, right and left. 

Then he grasped the man’s foot and 
began telling him in technical terms 
what was what. You see Tom had been 
taught that “consumer confidence” jis 
the salesman’s greatest asset. So he 
was trying to build confidence via th 
jaw-breaker route. 

Finally the customer boiled over. 
“Good Lord,” he exploded, “all I wante<! 
was a pair of shoes.” 

Tom was insulted. “Yes, but it is 
first necessary to determine your typ« 
and contour,” he explained. 

The fellow put his foot down. “Listen, 
Buddy. You get the shoes down and 
I'll tell you when they feel good.” Tom 
brought out a 10 D full toe oxford and 
that is all there was to it. 

Did the customer do right? No, he 
should have walked out the minute the 
lecture began. 

Sam, Tom and the rest of these boys 
are not fictitious characters. I know 
them all in real life. Their counterparts 
work in shoe stores all over the coun- 
try. 

Does a “course” bring similar grief 
to all who take it? Certainly not! 

From the bottom of my heart I urge 
every shoe salesman to study every- 
thing available on feet and shoes. Such 
study gives a man a certain sureness. 
Combined with the knowledge acquired 
in his daily work it helps to make him 
a real shoe man. 

The trouble comes when the salesman 
who has taken the course cannot resist 
the temptation to parade his knowledge. 

I firmly believe that “technical talk” 
to the average customer does far more 
harm than good. I will make an ex- 
ception in the case of a regular ortho- 
pedic shoe store or department. The 
customers who ordinarily patronize 
that kind of store usually expect a 
“professional” atmosphere with conver 
sation to match. They always bu) 
slowly and carefully anyway. 

But that does not apply to the grea: 
majority, possibly ninety per cent, 0! 
the general run of customers. When a 
salesman “talks down” to them in tech- 
nical terms he simply breeds trouble. 

Furthermore, the salesman who take: 
his course seriously may be inclined tv 
overvalue those indefinite terms, “ser 
vice,” “good will” and “prestige.” 

They are highly desirable. But every 
proprietor known that the shoe busines: 
is strictly a financial proposition. In 
the final analysis the value of service 
and good will is measured only by th: 
cash they will bring in. Don’t let any- 
one tell you differently. 

Have I made myself clear? A sales- 
man’s primary duty is to sell shoe-. 
If studying a course results in slowing 
up his selling, then something is wrong, 
not necessarily with the course taker 
or the facts studied, but with the wa.’ 
the salesman applies these facts to hi 
daily tasks. 

No course of instruction will make « 


[TURN TO PAGE 38, PLEASE; 
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Good shoes, well fitted, is the answer to price 
competition. Any shoe is a better shoe if it carries 
BENCH BRAND outsoles. It is a great aid too in 
cultivating quality acceptance, to have the outsoles 
branded. That little mark shown on the shank of the 
shoe illustrated, adds our reputation to your reputa- 
tion. The result is increased public confidence, a more 
solid business base and better profits. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


has the distinction of being “The Finest American 
Tannage”. You may assume that means a price pro- 
hibitive to use on popular priced dress, street, sport 
and heavy-duty shoes for men. Such an impression 
would be wrong. Actually, cost presents no obstacles 
to the manufacturer or distributor desiring to stimu- 
late quality acceptance by use of this widely known, 
highly regarded, advertised brand of sole leather. 


S7LE a: 
‘4 calher \ompant 


FOUNDED - 1840 


HT | | [|] [319 a. STREET - BOSTON - MASS: | |||] 
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Windows That Stop Men 


[CONTINUED FROM PAGE 29] 


FLORSHEIM SHOES © 
Bin Be atl inee 





A clever World's Series display that attracted a lot of attention to the window 

of the Florsheim store in No. | LaSalle Building, Chicago, while the Tigers and 

Cubs were battling. for the championship. Bandages were placed on the tiger 

and cub when a game was lost, and each bandage carried the score of the game. 
Photographs of rival teams in the background. 


certain amount of variety in the win- 
dow displays of any store, thereby 
getting away from the deadly monotony 
that comes from strict adherence to a 
standardized style of display. 

At the present time there is a pro- 
nounced tendency on the part of de- 
partment stores, clothing stores and 
many shoe stores specializing in the 
better grades of men’s footwear to 
make frequent use of the so-called 
dramatized window display, the window 
with a background or some form or 
decorative treatment which tells a 
story connected with the shoe or its 
use, and which serves at the same time 
as an attention getter to command the 
interest of by-passers and cause them 
to stop and look at the merchandise on 
display. 

The obvious advantage of this style 
of window is centered in the element of 
attention value, through which it tends 
to attract the notice of people who 
would scarcely be interested in a dis- 
play that showed merchandise and 
nothing else. Straight merchandise 
windows may appeal to men who are 
in the market for shoes in the imme- 
diate future. But the enterprising re- 
tailer wants to do more than that. He 
wants to interest the casual window 
shopper and the man in the street who 
has no immediate thought of buying 
shoes today or tomorrow. In this way 
he can often sell the extra pair that 
helps to increase his volume and bring 
in additional profits. Or he may suc- 
ceed in attracting the notice of men 
who have never bought shoes at his 
store, who may not be in the market at 
the moment but who will be sufficiently 
impressed to remember the store the 
next time they are considering the pur- 
chase of a pair of shoes. 

This week we illustrate five very 
striking men’s shoe windows, all of 
which fall within the category of 
dramatized displays. The windows by 
Polsky and Florsheim have as their 
theme sports that are very much in the 


public interest at the moment, namely, 
football and the world’s series baseball 
games. Sports themes are among the 
most effective subjects for window at- 
mosphere in the case of men’s shoe 
stores, and this is particularly true 
when the game or sporting event is 
front-page news at the moment, as for 
example the World’s Series, or a foot- 
ball game in which there is intense 
local interest. 

The dog windows by Hess of Balti- 
more, and Silverwood’s, Los Angeles, 
also have a certain amount of sporting 
interest that will help to attract the 
notice of men. In addition they have a 
close tie-up with shoes, the names “Re- 
triever Brown,” “Pointer Brown” and 
“Spaniel Tan,” being the names of Fall 
shoe colors, while “Scottie” is a name 
adopted by Silverwood’s for its line of 
men’s brogues in Scotch grain. The 
Rogers Peet window was planned to tell 
the story of fine shoemaking, and as 
men are usually interested in me- 
chanical operations used in the produc- 
tion of the merchandise they buy, this 
also affords an avenue of approach to 
the attention and the interest of the 
average male customer. 

Better men’s shoe windows can play 
an important part in making men more 
conscious of the importance of quality 
in footwear and in arousing them to a 
greater realization of the place of shoes 
in the wardrobes of well-dressed men. 
In this way they can be made to ac- 
celerate the “trading up” tendency 
which many stores have noted in recent 
months, and which it is to the advan- 
tage of every retailer to encourage with 
all the means at his command. 





Antiques 
[CONTINUED FROM PAGE 30] 


They’ll be pressed out.” 

Today all garments are hung up on 
racks to keep them fresh looking and 
well shaped. 

Shoes arriving from the manufac- 
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turer are received in individual cartons 
and carefully wrapped in tissue to kee) 
them fresh and to prevent “scuffing.” 

Do you keep them that way always? 

What impression would you get if 
you had a carton of shoes brought out 
to you and they were exposed to your 
view as though they were so much 
junk? 

Would you believe they were new and 
fresh? A pair not tried on by a dozen 
or more? 

Whether the shoes are $1.95 o1 
$19.50, the customer likes to feel that 
she (or he) is getting the newest, th 
freshest pair in your stock. And what 
is more, they are entitled to get it. 

Don’t be careless with your merchan- 
dise. They not only represent “big 
money” but impress your customers 
with one of two thoughts: “Am I get 
ting the newest and freshest pair or am 
I getting a pair of antiques?” 

This in ONE instance where you can 
place yourself in the “place of the cus- 
tomer” and get the reaction. Just 
imagine that YOU were buying ’em. 

Give the “others” what you expect 
the “others” to give you. 

Be modern. Don’t create antiques. 
On the contrary, look through your 
stock and if there are some things thai 
need freshening up, make them look 
like new. 

READ — HEED — REMEMBER! 





Don't Tell All You Know 
[CONTINUED FROM PAGE 36] 


90 per cent salesman out of a 50 per 
cent man. The best to be hoped is a 
five per cent boost in efficiency. If a 
man lacks the ability to learn how t 
sell shoes after several years on the 
fitting stool, he lacks the ability t 
learn the same thing from a book. 

And still I urge every ambitiou: 
salesman to “take a course.” Used in 
telligently it furnishes a background 
and a viewpoint which can prove im 
mensely beneficial. 

With no exceptions the best salesmen 
I have known did little talking. They 
were attentive listeners. They remem- 
bered sizes and styles in stock with un- 
canny accuracy. They had the knack 
of “understanding” what the custome) 
meant by what he said. They sense 
how to pick the right shoe to fit hi: 
needs. And all without much talk. 

So, young man, strive to know all you 
can about feet and shoes—but don’t le’ 
it get the best of you. 





Just What the Doctor 
Would Order 


[CONTINUED FROM PAGE 19] 


ing a broader area of the foo! 

Monk types and T-strap sandals be 
long in the same general strap classifi- 
cation and are also selling consistent 
ly better in comfort shoes. So loo 
to the laurels of the oxford. For : 
long time it had had all the honor: 
Now it must begin to share its succes 
with some of these strap newcomers i! 
the comfort shoe field. 
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- + « « people's buying habits are pretty much the 
same. Shoes are being bought, millions of pairs, in 
every town in every state. In what stores they are being 
purchased depends on what the dealer is doing to bring 
trade his way. 


If the store is old-fashioned, colorless and uninviting. 
it's certain that buyers are going elsewhere for their 
footwear. No matter how good the merchandise, it's 
hard to make it look attractive against that sort of a 
background. 


, GRAND RAPIDS STORE a” 
EQUIPMENT COMPANY 


and Factories: 


Main Offices 


Grand Rapids, Michigan 


* 


WADE BROS. 
Jamestown, N. Y. 
Grand Rapids planned and 
equipped 


We have worked for and with hundreds of 
successful shoe dealers, large and small, in 
every part of the country. We have seen sales 
increases follow modernization in so many 
instances that we know we are safe in saying 
that there is no better investment a merchant 
can make. . . The experience of thirty-five years 
devoted to “planning stores for more profit” are 
at your disposal. . . You cannot afford to have 
any advice but the best on the all-important 
matters of your store planning and equipment. 
There is no obligation incurred in consulting 
with us. The coupon is for your convenience. 





MAIL THIS COUPON TODAY 
B-10 





Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name Address 











Branch Offices and Representatives in Principal Cities | city State 
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Michigan Group Names Committees 


To Make Plans for Convention to Be Held at Detroit in January— 
Large Attendance Expected 


DetTROIT—A meeting of the Detroit 
Retail Shoe Dealers Association with 
convention committees of the Michigan 
Retail Shoe Dealers’ Association was 
held October 8 at the Detroit-Leland 
hotel, which will house the state con- 
vention on January 12 to 14. The meet- 
ing, which was a dinner affair, was 
one of the best attended evening meet- 
ings in the recent history of Detroit 
shoedom. 

Over one hundred exhibitors have 
already signed up for space, and about 
one hundred and fifty are expected, ac- 
cording to State-President Clyde K. 
Taylor. Exhibition space will be con- 
siderably larger than last year. An 
elaborate style show and complete con- 
vention program are being outlined. 

A number of committees to handle 
the convention arrangements have been 
named, with William L. Livingston of 
Fyfe’s as general chairman. Commit- 
tee appointments are: 

Detroit Convention Committee — 
Nathan Hack, general chairman; 
Steven J. Jay, general co-chairman. 

Finance and Executive Committee— 
Robert D. Murray, chairman; E. W. 
Bradshaw, co-chairman; Adolph Goetz, 
O. R. Jenkins. 

Publicity Committee — Jack Temple, 
chairman; Henry Levy, co-chairman; 
A. G. Allen, Nicholas Van Handle, 
Fred G. Nentwig. 

Exhibitors Committee — Gerrit De 
Haan, chairman; David Lieberwitz, co- 
chairman; Walter Wendt, H. R. Har- 
ner, R. L. Clement, F. J. McClosky, 
Leonard Schaden, Vick Greishimer, 
Ralph Reiber, C. R. Drummond, Geo. 
Hampson. 

Membership and Registration Com- 
nittee— Edward Stocker, chairman; 
Glenn J. Buell, co-chairman; Joseph 
Burton, Percy V. Reid, A. Eagelton, 
Rheo Hainstock. 

Entertainment Committee — Walter 
Labram, chairman; Jack Plunkett, co- 
chairman; David Goldstein, B. C. 


White, Walter McGee, Ben Berke, W. 
J. Brown. 

Program Committee—Irwin S. Fitz- 
gibbons, chairman; V. V. McBride, co- 
chairman; E. E. Harvey, Clyde E. 
Hornung, B. Lachs, Earl Gregg. 

Style Show—Herbert Burr, chair- 
man; Walter Parker, co-chairman; H. 
W. Johnston, A. L. Jackson, M. Van 
Aulstein, Joe Goodman, R. M. Peltoe, 
L. S. Bronston. 

Decorators Committee—F rank White- 
lam, chairman; H. Garnow, co-chair- 
man; Wm. A. Kreiger, Wm. S. Dollar, 
Frank Woods. 

Women’s Committee (Entertain- 
ment) — Mrs. Clyde K. Taylor, Mrs. 
George Wiskochil, Mrs. Steven J. Jay, 
Mrs. Leonard Hack, Mrs. E. W. Brad- 
shaw, Mrs. Jack Temple, Mrs. David 
Lieberwitz, Mrs. Irwin S. Fitzgibbons, 
Mrs. Herbert Burr, Mrs. Frank White- 
lam. 





DATES TO REMEMBER 


Shoe Fashion Guild Spring Style Showing 
Waldorf-Astoria Hotel, N. Y., 
Nov. 18, 19, 20, 1935 


National Shoe Travelers’ Association Con- 
vention, Palmer House, Chicago, 
January 3, 4, 1936 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 1936 

Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis........ Feb. 2, 3, 4, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Phila- 
delphia............ Feb. 10, I1, 12, 1936 








Leather Prices Strong 


Boston, MaAss.—Leather prices con- 
tinue strong. Leather sales continue 
to be made at these higher levels. Here 
and there substitutions are creeping in 
but the movement is not extensive. 
There is a slight tendency to grade 
down in either quality or weight. The 
use of sheepskin for linings is increas- 
ing to some extent. There is even some 
use being made of imitation leathers 
for linings. By and large, however, 
there is nothing in the picture as it is 
seen today which can be counted on to 
reverse the present upward trend dur- 
ing the current selling season. 

While volume shoe buyers who were 
in the Boston market recently paid lit- 
tle if any advance for the shoes they 
bought, they made absolutely no at- 
tempt to bear the market and accepted 
the then prevailing price level with 
what looked like relief. The average 
merchant, buying from in-stock, will 
pay from five to ten cents a pair more 
for these same shoes. At least that is 
the opinion of men well versed in the 
price structure of the shoe and leather 
industry. 

Another factor which is being dis- 
cussed openly is the position of the so- 
called fixed price lines. In the words 
of one trade observer: 

“These men are not quite so ‘fixed,’ 
at least in their minds, as they have 
been. They are beginning to admit the 
possibility that they will be unable to 
hold the previously established price 
levels. What at least some of them are 
planning to do, I am told, is to hold to 
their prices during the current retail 
selling season—to wait, in other words, 
until the end of the year—and then, if 
they are convinced that the trend is 
still up, they will advance their prices 
enough to cover the full advance in the 
price of their raw materials. 

The kidskin market: is a good ex- 
ample of what is happening. During 
the week ended October 12 there was 
an advance of about one cent a foot on 
a reasonably quiet market for this time 
of year. Kidskin prices generally have 
advanced from two to five cents a foot 
since June 1st of this year. The dver- 
age advance is between two and -one- 
half and three cents. There has been 


[TURN TO PAGE 45, PLEASE] 
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4OVELY SHOES J FOR LOVELY DEBS © 


NZ 


WELTS DE LUXE 


The finest footwear 
we Can produce 
Solomon & Phillips Fancy Leather, 
Ohio Leather Fancy Grain, Hunt 
Rankin’s Bucho and Hubschman 
Calf—Upper Leathers, Kid Lin- 


ings — Nothing but the best 
throughout. 


2 styles in stock 
30 styles—3z weeks 
make-up 

TO RETAIL AT 


$5.00 


At the Chicago Shoe Fair Jen. 5 to 9,£1936 
Palmer House 836-838 | Morrison{Hotel 335 











THE JUVENILE SHOE CORPORATION 
OF AMERICA. 
CENTRAL TERMINAL BUILDING 


710 NORTH TWELFTH BLVD. 
SAINT LOUIS, MISSOURI 
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Shoe Store Vicksburg Show Place 
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A front view of the newly modernized Boston Shoe Store with its black glass and 
white metal trimmed front. 


Vicksburg, Miss., is an old, historic 
town with the quaint atmosphere that 
characterizes many of the communities 
on the lower Mississippi River. Com- 
paratively few improvements have been 
made in its business district in quite 
some time. So when the Boston Shoe 
Store installed a new black glass and 
white metal front it immediately be- 


came one of the show places of the 
city. Alex Shilstat, manager of the 
store, checked the number of window 
shoppers since the installation, as 
against those before, and found a 300 
per cent increase. “Naturally our busi- 
ness has also improved since we mod- 
ernized our store,” Mr. Shilstat adds. 





Correction 


In the September 28th issue of Boot 
AND SHOE RECORDER an item was pub- 
lished stating that S. B. Levine was 
to merge his two downtown stores into 
one, maintaining his present location in 
the Roosevelt Hotel Building. Mr. 
Levine states that the information was 
inaccurate and that he is not planning 
to combine these stores. The RECORDER 
regrets the publication of the erroneous 
item. 


Edwards Holds Sales 
Conference 


PHILADELPHIA, Pa.—A _ three - day 
semi-annual sales conference of the J. 
Edwards Shoe Company was held at 
the Hotel Adelphia in Philadelphia on 
October 9. 

The luncheon was attended by three 
guest speakers—Dr. Lelyveld of Bos- 
ton, Miss Ambrose of New York, Miss 
Morgan of New York. Also present 
were the officials of the company—Mr. 
Barbey, president; Mr. Wilbolz, vice- 
president; Mr. Huffine, vice-president; 
and the entire sales organization rep- 
resenting every section of the country. 

Dr. Joseph Lelyveld, an outstanding 
podiatrist, addressed the meeting and 
said: “We must concentrate on the foot 
of the child. The infant’s foot is not 
completely developed until three years 
of age, and the normal growth of the 


foot covers a period of twenty years, 
during which time it can grow incor- 
rectly if it does not have the support 
of proper shoes.” 

In a general discussion the features 
of CorrecTred and Arch-Grower were 
emphasized to show how the two prin- 
ciples of flexible shank and rigid shank 
fulfilled the needs of the specialist who 
prescribes a corrective shoe. 

The style angle was introduced by 
Miss Morgan, shoe stylist of Amal- 
gamated Leathers. Miss Ambrose, of 
the Allied Kid Company, addressed the 
meeting on the timely subject of color 
in the new spring numbers and the 
growing demand for kid leathers in the 
shoe industry. 

Edwards’ salesmen reported a very 
definite up-trend in the sale of better 
grade shoes in retail outlets through- 
out the nation. 


Milton S. Florsheim Gives 
Radium to Medical School 


Cuicaco—The gift of $20,000 worth 
of radium, approximately one-half a 
gram, to the tumor clinic of North- 
western University’s medical school 
was announced last week by Dr. Loyal 
Davis, chairman of the school’s division 
of surgery. The donors were Dr. Louis 
E. Schmidt, noted surgeon and secre- 
tary of the city Board of Health, and 
Milton S. Florsheim, of the Florsieim 
Shoe Co., Chicago. 





BOOT AND SHOE RECORDER, October 19, 1935 


/\malgamal 


fal. 


su olo IN 


color 


SUPREME IN 


BLUE LEADS FOR SPRING 


With Marine Blue established as a volume and high style color in footwear, 
the chief concern of Shoe Makers and Shoe Retailers is to secure the best 
interpretation of the color and the right quality of kidskin. 


In ordering Marine Blue Kid, the Amalgamated trademark is sufficient to 
insure the color and quality that are associated with the prestige of 
AMALGAMATED. 


No. 159 MARINE BLUE =. No. 259 NAVY BLUE @ _No- 359 EAGLE BLUE 
slightly purplish a volume color 


The sandal shown above is an unusual 
one designed in Marine Blue Kid No. 159 


with polka dots embroidered in red. 
Designed for Spring by Mabel Winkel. 


Amalgamated Leather Companies, Inc. 


WILMINGTON, DELAWARE e 84 GOLD STREET, NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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In Stock 


4553—Choc. W. P. Chrome |6-in. 
Welt. Pac toe, Leather lined 
vamp, full grain gusset, lea. laces, 
outside counter pocket, steel stud 
hooks, reinforced wing back stay, 
grain insole, outside top band, 
steel arch support, full double oak 
sole, double stitched, whole leather 
heel. Last 36, in stock E width, 
sizes 6-11. 


Catalog and Particulars 
on Request 








for immediate delivery 
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a Bulls Eye.” 


@ With “Original Chippewa” 
hunting and field boots. The 
superior quality merchandise 
plus the expert craftsmanship 
in making these boots is re- 
sponsible for their ever in- 
creasing demand and popu- 
larity. 


1935 





CHIPPEWA SHOE MANUFACTURING COMPANY 


SCONSIN 


HIPPEWA FALLS 
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Commemorates Half Century 
[CONTINUED FROM PAGE 24] 


All lighting is indirect and is accom- 
plished by electric lights carefully con- 
cealed above the stock rooms which skirt 
the sides of the salon. They throw their 
beams against the refracting surfaces 
of the light-toned ceilings. 

The hosiery and bag display cases 
are at the right of the front entrance, 
one low hosiery case being ingeniously 
built to serve also as a writing desk. 
Another feature immediately noted on 
a first visit is the long line of port-hole 
shadow boxes on the long walls. They 
are backed with mirrors and have in- 
terior illumination. 

The stock rooms for today’s merchan- 
dise are placed to facilitate service. 
They skirt the sides of the room and 
are reached by the salesman in a few 
seconds from any part of the salon. A 
large reserve stock room is located at 
the rear of the salon and another can 
be found on the rear mezzanine floor. 

The windows are outstanding. They 
are fully 20 feet deep and brilliantly 
lighted, the light-toned backgrounds 
tuning in with the tones inside the 
store. The vestibule is floored with 
marble. Entrance to the display win- 
dows from the inside is made through 
a large cathedral type window, an out- 
standing feature in itself. 

The men’s shop is furnished for solid 
comfort and durability, the furniture 
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being upholstered in leather of the 
home comfort variety. The oak floors 
are relieved with scattered American- 
Oriental rugs. The walls are com- 
pletely covered with shelving, giving 
the customer a hint of the ample stock 
carried. This room is an addition to 
the store as it formerly was planned 
and increases the selling space by fifty 
per cent. 

At the formal opening, held in the 
evening, hundreds of people from all 
parts of the Los Angeles area dropped 
in with congratulations and a large 
number of Pasadena firms sent flowers. 

Bert Austin who has been with the 
company for 13 years remains as man- 
ager. Mr. Austin is well known in 
southern California shoe circles. He 
came to this section from Mankato, 
Minnesota, where he practically grew 
up with a shoe horn in his hand. 


Fifty Years of Growth 


The Wetherby-Kayser Shoe Com- 
pany’s history is a clean record of a 
half century of steady growth. 

The start was made back in the 
eighties in Pasadena. F. Bruce Wether- 
by, then a youth, in company with Fred 
R. Harris started a small shoe store 
on Colorado Street near the main in- 
tersection of the city at that time. The 
partnership was dissolved when young 
Mr. Wetherby withdrew and established 
his own store, known as the F. B. 
Wetherby shoe store, but he also stock- 











ed “trunks and satchels.” Emil Kayser, 
then a young man, came into the firm a 
little later. He previously had been em- 
ployed by A. Cruickshank and Com- 
pany, an early day Pasadena dry goois 
company. 

About 1888 the Wetherby-Kayser 
Company, then growing rapidly, built 
its own building at 59 East Colorado. 

When Los Angeles gave promise of 
becoming the largest city of southern 
California a store was opened in that 
city and presently the company sold the 
Pasadena store to Appolos Fuller. 

Frank Bush, widely known style 
picker and buyer, joined the company 
in its early days and is still active. Mr. 
Wetherby died a number of years ago 
but Mr. Kayser, now in his seventies, 
is still going strong. The number of 
stores has increased during the half 
century from one to eight, the company 
now operating in Los Angeles, Pasa- 
dena, San Diego and Phoenix. The 
store at 715 S. Flower Street is one 
of the most richly furnished shoe stores 
on the west coast. 

Various men now well known in ?e- 
tail shoe circles have at times been ::s- 
sociated with the Wetherby - Kayser 
Company, among these being Fred T. 
Huggins of Pasadena, who started with 
the company as a clerk when he was 
only 14 years of age. 

Active in the company for many 
years now have been Henry Wetherby 
and Fred Kayser, sons of the original 
proprietors. 
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Leather Prices Strong 
[CONTINUED FROM PAGE 41] 


a decided shrinkage in the supply of 
some types of kid. While colors are 
about the same as they were this time 
last year, there has been a decrease in 
the supply of black kid of considerably 
more than thirty per cent—nearer thir- 
ty five than thirty. ‘ 

No large lots of raw skins are being 
imported and the drop in the visible 
supply of raw skins in this country is 
about 1,000,000 skins. Imports will not 
begin until about the middle of Novem- 
ber and will then continue until some 
time in April, 1936. This resumption 
of imports, in past years, has never dis- 
turbed the price structure and there is 
no good reason why it should this year 
be-ause imports are always received in 
the United States during the season 
when the demand for finished leather 
is at its peak. 

in the calfskin market, there is noted 
a willingness on the part of the manu- 
facturer to use lighter weights than he 
has been accustomed to in the past. The 
difference in price between these light- 
er weights and the heavier weights for- 
merly used is about five cents a foot. 

These same manufacturers, and we 
are referring here to manufacturers of 
men’s shoes, are also in many cases bot- 
toming their shoes with sole leather of 
lighter weight than they have used in 
recent years. The much higher price 
and the scarcity of heavier weight stock 
is responsible for the switch. 

Despite these substitutions, there are 
numerous instances of increases in the 
prices of men’s shoes ranging from ten 
to fifty cents a pair for Fall and Winter 
footwear—with the price level of the 
Spring run to be determined somewhat 
later. 


Price Freedom Comes 
With Flexibility 


[CONTINUED FROM PAGE 22] 


back of the line. Raise service and 
price will take care of itself. 

Industry is going to give the public 
the most for the money, no matter what 
price is paid, for after all is said and 
done nothing sold at retail is worth as 
much in human use as the right shoe 
for the right purpose. It is not to be 
measured by averages but by human 
needs. The pity of it is that the shoe 
industry as a whole is so inarticulate, 
so price helpless, that it cannot ask the 
proper price for ingredients, plus cost, 
plus profits. It can only compete in 
stores for the public favor, subject to 
the test of comparison as to values. 

No, Brookings Institution, the real- 
istic picture of shoes is that increases 
are made mandatory by new conditions 
—and pretty words on paper won’t save 
consumers’ pennies to be wasted else- 
where. Pick another example if you 
are planning to point with pride to 
progress through forced economics. 
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Friction is caused by two surfaces rubbing against 
each other. In ordinary shoes, friction is caused by 
the foot working back and forth. The Anti-Friction 
Tape eliminates this. 


Anti-Friction 
Snoe 


The foot is kept in its proper position in 
the shoe and throughout the entire life 











The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 


of the shoe. 











The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 








Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 











Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


Bp The Growing Demand 


for Better Corrective 


Shoes affords an opportunity 


to reach out and secure your full share of this desir- 


able business. 


Bp This Greatest Shoe 


of Modern Times is known country-wide, endcrsed by 


leading foot specialists 
thousands of wearers. 


everywhere, and praised by 


p=p The Investment is Small 


Carry sufficient sizes to give proper fitting and dis- 
play—then take advantage of our factory in-stock 


service. 


Bp-p Co-operative Advertising 


and “Dealer Helps” i 
points of merit in both 
fine construction. 


mpressively drive home the 
corrective features and ultra 


TWENTY-EIGHT (proven sellers) STYLES IN STOCK 


SPECIAL AGENCY PLAN, for Localities where 
representation is open, on request 


Exclusively Manufactured by 


"[ HOMBSON BROS. SHOE eC 


FINE SHOEMAKERS 
BROCKTON 


CAMPELLO, 
Also Makers of the Famo 


MASS. 
us THOMPSON Shoe 











76 PS PS 


Men's and Women's 
Slippers 


6 BF OF OP ee er! 


EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 


No. 1605, 
Padded sole 


opera 
Tan and Black, 
6-12 D. 







L. B. EVANS’ SON CO. 
Wakefield, Mass. 


22222222729 
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Shoe Trees 
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QUICK PROFIT ITEM - 5: 


SIMPLEX SHOE TREES 2° ass 
SELF ADJUSTING 
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Obituaries 
Nicholas G. Van Coevering 


DETROIT, MicH. — Nicholas G. Van 
Coevering, 69, former shoe merchant 
at Grand Haven, Mich., died at his 
home after several weeks illness, on 
September 28. 

He was born in Amsterdam, coming 
to Grand Haven in 1908. A shoe maker 
in the old country, he established the 
Van Coevering Shoe Store together 
with his son Arie in 1913, selling out 
his interest to another son, John, in 
1922, and retiring. He is survived by 
his wife and six children. Burial was 
in Lake Forest Cemetery. 





Henry Stenchever 


PATERSON, N. J.—Henry Stenchever, 
76, pioneer shoe merchant of this city, 
died October 2 at Barnert Memorial 
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‘Smart Men's Store in Cincinnati 





1935 























CINCINNATI, OHI0O—The photograph 
above is a front view of the new Nunn- 
Bush men’s shoe store recently estab- 
lished at 512 Vine Street, in the heart 
of the city. There is a beautiful large 
salesroom, with modernistic furniture 
in circassian walnut, and red leather 
chairs. The walls and ceilings are in 
light ivory trimmed in brown, the 








whole appearance being very artistic 
and beautiful. 

Ray A. Cooper is manager. He was 
with Nunn-Bush at Akron for severa! 
years and also served them here in the 
Browning & King store on Fourth 


Street. He has for assistant W. G. 
Kinkead, who was with him in the 
other stores mentioned. 












Hospital from a paralytic stroke. Mr. 
Stenchever, who lived all his life in 
Paterson, established the shoe store 
bearing his name there in 1885. At the 
time of his death he also had stores 
in Passaic and Hackensack. 


Franklin D. T. Boule 


SPRINGFIELD, MAss.—F ranklin D. T. 
Boule died Sunday, Oct. 6, after a brief 
illness of pneumonia, at his home in 








FRANKLIN D. T. BOULE 


Springfield. He was 53 years of age 
and is survived by his widow and one 
daughter. 

His experience as a shoe salesman on 











the road was with such firms as A. F. 
Nettleton and Orthopedic Shoes, Inc., 
which concern he was associated with 
at the time of his death. He was man- 
ager of the Nettleton retail store in 
Rochester at one time and later of the 
Foot Joy store in New York. 

He was a member of the Rochester 
Association of Traveling Shoe Sales- 
men. 


James W. Kremenak 


TOLEDO, OHI10—James W. Kremenak, 
79, a shoe merchant in Toledo since 
1878, died suddenly September 29, from 
a heart attack. 

Mr. Kremenak was in partnership 
with his son, Edward W. Kremenak, 
under the name of Kremenak and Son. 
He started a small shoe making shop in 
Toledo in 1878. Through continuous 
labor and conscientious service he built 
up one of the largest exclusive shove 
stores in the county with a record of 
over 57 years of successful operation. 

Mr. Kremenak was a charter member 
of the local Masonic lodge and for 45 
years he held the office of treasurer of 
the organization. He was also one of 
the charter members of the Order of 
the Eastern Star, the Tamma chapter 
of the Bohemian Lodge, C. S. A., and 
a member of the local camp of the 
Modern Woodmen. He was an active 
member of many other community e- 
terprises, among them a member of the 
volunteer fire department, and for 
twelve years was a member of the 
board of education. 

Mr. Kremenak is survived by his 
widow, Mary Kremenak, a daughter, 
two sons, and four grandsons. 
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Doctors 


all agree that 


Nothing takes the place of Kibobin 


for baby’s pliant feet 


As the new national interest in foot health develops, the 
medical profession is emphasizing its sweeping endorse- 
ment of kidskin shoes as the only suitable footwear for the 
delicate, plastic feet of babyhood and early childhood. 


In comfortable shoes of kid, little feet are air-conditioned 
and are permitted to “breathe” naturally. At the same 
time, because of the exceptional elasticity of kidskin, tiny 
toes can flex normally and the foot has free play with- 
out binding or irritation. Besides, the high tensile strength 
of kidskin gives the foot the required compression to 
maintain its normal form and balance. 


Naturally, mothers are keenly interested . . . and leaders 
in the children’s shoe industry are preparing to capital- 
ize this sound, timely sales appeal. Complete details 
will be sent promptly on request. 


KIDSRIN Pom TANNERS 


47 W. 34TH STREET : m@ NEW YORK CITY 





When writing advertisers please mention Boot and Shoe Recorder 
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Dancing and Bowling Shoes 


6 8 TO 


BOWLING SHOES 
PRICE 
Women’s Oxfords- 
$2.25 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 









Men’s 
$2.35 





No. 
o. 208 Rubber Heel 


BROOKS SHOE MFG. Co. 
Swanson & Ritner Sts., Philadelphia 





BUY A NATIONALLY KNOWN 
BRAND 


We carry everything in dancing shoes, 
also a complete line of bowling shoes. 


Write for price list 
ROVICK THEATRICAL SHOE CO. 
Manufacturers 


325 W. Madison St. Chicago, II. 
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Dancing Shoes and Taps 
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TAP SLIPPERS 
IN STOCK 
Patent Leather 
Hand TURNED 
With Aluminum Taps attached 
$1.75 







Without Taps (Fine 

House Shoe) $1.60 

BROOKS SHOE 
MF 


Swanson & Ritner 
Phila., Pa. 











, TAP 
DANCE 
SHOES 






BLACK CALF 
PAT. LEATHER 


ae 
EU 2ve-8 Misses’ 
$1.55 A-B-C 112-2 
$1.45 


Owens SHOE Co. 


28 Goodhue St., Salem, Mass. 
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Trade 
Literature 


New Ball-Band Catalog 


The Ball-Band catalog for the sea- 
son 1935-36 has just been received from 
Mishawaka Rubber & Woolen Mfg. Co. 
at Mishawaka, Indiana. In its 44 pages 
four lines of footwear are shown. Wa- 
terproof Footwear—from smart, dainty 
gaiters and rubbers for dress to sturdy, 
rugged boots and shoes for mines and 
quarries. Canvas sport shoes — from 


























Congratulations to E. F. O'Brien 


LYNCHBURG, VA.—Edward F. O’Brien 
has been appointed to succeed Mr. Ray 
Bumgarner who recently resigned as 
sales manager for the Men’s division 
of the Universal line of the Craddock- 
Terry Company, at Lynchburg, Va. 


EDWARD F. O'BRIEN 


Mr. O’Brien started his shoe career 
at the bench in the shoe factories in 
Brockton, Mass. He is also well known 
as a shoe pattern designer, having 
learned this trade from the Earle Shoe 
Pattern Co., in Brockton and has 
worked for the Dunbar Pattern Com- 
pany, in St. Louis and Milwaukee. 

For the past six years he has been 
with the Craddock-Terry Company in 
charge of the styling and quality of the 
men’s shoes. He will still continue in 
this capacity along with his new 
duties. 





special basketball shoes to oxfords for 
little tots. Leather work shoes in a 
complete selection of heights and choice 
of leather and compounded rubber 
soles. Woolen footwear—wool boots, 
shoes, lumbermen’s socks and work 
socks. 

Just leafing through this catalog re- 
minds one of the wide range of occupa- 
tions the footwear merchant must be 
prepared to serve—and what a lot of 
“extra pair” sales can be made by the 
alert merchant who carries the special 
footwear need in his community. 

Catalogs have been mailed to all the 
nearly 60,000 merchants on the Ball- 
Band customer list. Every shoe mer- 
chant who wants to be fully informed 
about the new developments in the 
trade may have a copy and the com- 
pany will gladly mail one on request. 
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Celebrates | Ith Anniversary 


ATLANTA, GA.—Edwards Shoe Stores 
Inc., of Atlanta, was originated 11 
years ago and celebrated its eleventh 
anniversary, October 11. Starting with 
its first store in Atlanta, it has extend- 
ed its growth until today it operate: 
15 stores and departments, listed as 
follows: 

In Atlanta, Edwards Shoe Store, 
Reed’s Shoe Store, Harper’s Shoe Store 
and Brooks Shoe Store; in Birming- 
ham, Edwards Shoe Store; in New 
Orleans, Edwards Shoe Store; in Knox- 
ville, Edwards Shoe Store; in Macon, 
Ga., shoe department in Dannenberg’s, 
both main floor and basement; in Chat- 
tanooga, Tennessee, shoe department in 
Lovemans, both main floor and base- 
ment; in Tuscaloosa, Alabama, Pizit 
Shoe Department and Palais Roya! 
Shoe Department; and, recently ac- 
quired, the Lebeck’s second floor and 
basement shoe departments in Nash- 
ville, Tenn., formerly operated by Woh! 
Shoe Company of St. Louis. 

Edwards Shoe Stores, Inc., of At- 
lanta, has no connection whatsoeve« 
with any manufacturers or jobbers, 
and are sole retailers of men’s, women’s 
and children’s shoes in popular prices 
ranging up to $10.00 in their variou 
departments. 

Edwards Shoe Stores headquarter: 
and warehouse are located at 84 Pryor 
Street, S. W., Atlanta, Ga. The execu- 
tives of the company are Sol I. Yudel- 
son and D. L. Spielberger. 





Collins-Morris Increases Output 


OWENSVILLE, Mo.—The Collins-Mor- 
ris Company of Owensvile, Mo., are 
steadily increasing their production of 
children’s Compo shoes. The recent in- 
stallation of additional equipment wil! 
bring the production to over 2000 pair: 
daily. 


Dedicate New Factory 


MARSHFIELD, WIs.— Approximately 
10,000 people attended the ceremonie; 
here Sept. 24 which marked the accept 
ance by the Albert H. Weinbrenner Co., 
Milwaukee, of a new shoe plant erected 
by the Marshfield Industrial Founda 
tion. The Weinbrenner Co. will mov: 
its work shoe department to this cit; 
and expects to start production about 
Nov. 1. The new plant has a capacit}) 
of 6000 pairs a day and is expected t» 
eventually employ about 550. 


New Wholesale Office 


DETROIT, MicH.— A new wholesale 
office has been opened in Room 602, 
in the Griswold Building, by H. A. 
Becher, who represents the Best Sho: 
Company of Boston. Mr. Becher has 
been with the Best Company as Detroit 
representative for the past five year: 
but has hitherto never maintained a): 
office in this city. He is handling a 
wide variety of lines of women’s foot 
wear including novelty shoes. 
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Colonial Tanning 








- Shows Increase 

nth BostoN—The Colonial Tanning Co. 

ith reports a substantial increase in its 

nd- business for the third quarter of 1935. 

te: During this period the production and 

as sale of Colonial Patent Leather were 
3.400,000 ft. as against 2,600,000 ft. for 

re, the same period in 1934. 
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4 JOSEPH KAPLAN 

This business is the largest in the 

history of the company, and Joseph 
Kaplan, president of the company, is 

it optimistic about the immediate future 


for patent leather. One reason for the 
bright prospect is that patent leather 
is so suitable for wear with the glossy 
furs and smooth-finish fabrics that are 
in vogue this year. 


Shoe Shipment Burned 


WHITMAN, Mass.—A truck load of 
shoes valued at $16,000 which was be- 
ing sent from the Regal Shoe Co. plant 
here to New York was totally destroy- 
ed by fire. A burning brake band 
ignited the rear of the truck as it was 
descending Tefft Hill in Rhode Island. 
The driver vainly tried to smother the 
flames with sand but was unable to 
save his cargo. 

















Salespeople Receive 
Commission Bonus 


BuFFALO, N. Y. — Salespeople at- 
tached to the women’s, misses and chil- 
dren’s shoe departments of Adam, Mel- 
drum & Anderson Co., are receiving a 
commission bonus of half of one per 
cent on their net monthly sales in addi- 
tion to their regular wages, it was an- 
nounced by Weldon D. Smith, vice- 
president and general merchandise 
manager. The commission bonus is 
paid once a month in a separate en- 
velope from the regular salary of sales- 
people as an incentive to increase the 
average sale and encourage multi-unit 
selling. 
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| For —- 
those who feel —— 


STYLE 


is important 
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For a_style-minded customer, 
every fine point of appearance 
carries great weight. That is why 
the “nailless,” non dirt-tracking 
tread of Panco Sta-Tite heels 
makes such a hit. Though the 
style of the Sta-Tite is a factor in 
his decision, its longer wear— 
greater resiliency — perma- 
nently tight fit influence 
him to return for shoes 
“with those good-looking, 
good - wearing Sta - Tite 
heels.” 

































































PANTHER 
PANCO CO. 


CHELSEA, MASS. 


STA-TITE 


YM CACURS 


















U. S. Patent 
No. 1.998.988 





























Women's Shoes 


ALK TESTED 


TURNS 


mse WILL NOT GAP 
Stock 
XS) A-EE 
$2.40 IN STOCK catalog 10 
HAND TURN 
FOOTWEAR 
IN STOCK 
No. 156 Black 
Kid $2.35 


LU MBARD * 
A Modern Turn Shoes That Fit 
' Ruby Kid, New “SHORT BACK” Lasts 
30 STYLES Send for 

LUMBARD SHOE CO 

KU SH-IN-EZE 

VAUGHAN-TOWLE CO. 

WAKEFIELD, MASS. 











Traveling Shoe Show 


DetRoIT, MicH. — Taking shoes out 
on the road to show to retail customers 
is the novel method used by Jackson- 
Sax, operating the department in Sax- 
Kay, Inc., Detroit. The company is 
headed by Aubrey L. Jackson, who has 
just returned from a three weeks’ tour 
of about 15 Michigan cities. 

This store has built up a select mail- 
ing list of about 25,000 customers in 
Michigan, outside of the Detroit terri- 
tory, who are actually on their books. 
This list is used for mailing invitations 
to the style show when it is to be held 
in their city. 

The exhibits are held in a display 
room of the principal hotel in each 
city, lasting two to three days, accord- 
ing to the size of the town. A complete 
display of newer models is shown, while 
the salesman—in this case Mr. Jack- 
son himself—carries only samples, and 
not stock, taking orders for delivery. 

Results have been so good that Jack- 
son is taking to the road again in about 
a month to go over the same territory. 

His future plans call for employing 
a man who will cover the up-state route 
in this manner regularly once a month. 

Jackson’s objective is to bring trade 
to the Michigan stores, instead of allow- 
ing it to be passed on by mail to New 
York or Chicago, as is so commonly the 
case with transient small town style 
trade. The clientele of the store is 
rather exclusive, despite the large size 
of their mailing list, and the individual 
unit sale is sufficient to justify this spe- 
cial method of bringing sales and 
style appeal right to the customers’ 
town—“raking the store out to them 
in fact.” 
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|. Miller Executives | 
Meet With Dealers 


NEw YorK—George Miller, presi- 
dent, and Irving Grossman, general 
sales manager of I. Miller & Sons, Inc., 
Long Island City, left October 10 to 
address the I. Miller regional meetings 
throughout the country. 


IRVING GROSSMAN 


For the past four years, since the 
country was faced with the period call- 
ed depression, I. Miller & Sons have 
concentrated on the strengthening of 
their dealer cooperation and services 
to bring to the I. Miller dealer the last 
minute tested ideas on merchandising, 
selling and display—and to give him 
courage to face the existing conditions 
with modern and profit-making ideas. 

Thus to put this important story 
over, I. Miller inaugurated their re- 
gional meeting plan. These meetings 
are held in key cities in each section 
of the country—Atlanta for the South- 
east, Chicago for the Middle West, 
Dallas for Central Southwest, New 
York for New England and the South- 
east, San Francisco for the Northwest 
and Los Angeles for the Southwest. 

At these meetings all of the time is 
devoted to a review of the past season’s 
operation in relation to the program 
for the coming season and not just to 
the buying and selling of I. Miller shoes 
from a selfish wholesale angle. Accord- 
ing to Mr. Grossman, the work done at 
these meetings has brought remarkable 
results to the I. Miller dealer and dur- 
ing the past five years factory produc- 
tion to the I. Miller dealer has in- 
creased each year. Even while the 
market in general was slipping back 
in price, their dealers used this know- 
ledge, gleaned from regional meetings, 
to hold their volume or increase the 
sale of quality style shoes. 

Mr. Grossman looks forward to very 
enjoyable 1935-1936 Spring and Sum- 
mer meetings, as reports already re- 
ceived from all territories show 25 per 
cent to 100 per cent increases in the 
sale of I. Miller shoes over last year, 


19, 1935 
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TRADE MARK REGISTERED 
@ 


The growing insistence 
on better quality in 
shoes is best and most 


economically answered 


by Van Tan Innersoles. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 




















all this due in no small measure to the 
new methods of “Costume-Right” mer- 
chandising, the strengthening of in 
stock department services and new im- 
provements. in the style and fitting 
qualities of I. Miller shoes. These in- 
creases in volume are being accomplish. 
ed by practically no increase in in 
ventory for a given selling period, re- 
futing the theoretical statement that 
quality shoes cannot be sold at a profit. 

At the Dallas meeting, Hote! 
Adolphus, October 13, 14, 15, Stanley 
Fisk, the Southwest and Mid-west rep- 
resentative, will join Mr. Miller and 
Mr. Grossman. At the Palmer House, 
Chicago, Edward Teschner, representa- 
tive for that district, will join them. 
and at New York at the I. Miller fac- 
tory, Oct. 28 and 29, the executives of 
the company with Arthur Blunientha! 
Alfred Gerd and Henry Mendelson, 
representatives for that district, wil! 
meet the dealers. 


Chain Leases New Store 
NeEwARK, N. J. —- The Royal Sho: 


Stores, Inc., operators of the Roya! 
Shoe Stores chain, has leased a large 
store and basement at 184-186 Spring- 
field avenue. Extensive alterations wil! 
include a new front and redecoratio: 
of the store interior. Possession wil! 
be taken about November 1, it was an- 
nounced by Louis C. Rosenthal of New 
York, president of the concern. 
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INSURE YOUR OWN THE BASS 
COMFORT BY STOPPING SKL-BOOT 


sells itself to skiers 


COMMODORE 


“THE BEST LOCATED HOTEL IN NEW YORK” 


. .. and have your representa- 
tives make it their headquarters 
for time-saving efficiency. 





Skiers know their boots. They have to, be- 
cause good boots are more important than 
good skis. The new Bass Ski-Boot uses the 
best features of famous foreign hand-made 
boots. Not hidden features or hidden values. 
Things you can point out! Things skiers 
recognize and want. You can sell this boot 
with generous mark-up and net a nice winter 
profit. 














At the hub of New York’s great mid- These features help you sell Bass Ski-Boots: 
town zone, and just a few steps from Steel shank adds comfort and durability. 
Grand Central trains,the Commodore New modern last—incorporates the best features of 


ie - 4 expensive, foreign hand-made boots. 
facilitates business contacts in all ~— 
Large, strong box-toe prevents injury and keeps 


parts of the city. Express subway toes from becoming cramped and cold. 
from lower lobby. Narrow edge of sole for better balance on ski with 


High-quality meals at attractive new toe-strap bindings. 
Fine, durable leather used throughout. 


prices. Every facility for fast, prac- ' 
Instep straps optional, at small extra cost. 


tical cooperation. - 
ss inten we Large, restful, out Rubber top-lift on the heel helps prevent snow 
side rooms —all with private bath. from packing and sticking underfoot. 


F — from $ Bass reputation for excellent workmanship. 
Ideal for sales meetings and 
| 


G.H. BASS & COMPANY 


Wilton + Maine 


business lunches or dinners. 





RIGHT AT GRAND CENTRAL * NEW YORK | 
| GET READY FOR THE FIRST SNOW. 


| ORDER FROM THIS WHOLESALE LIST 


Just a few steps from trains Bass Ski-Boot No. 1316 Men's $6.75 

Bass Ski-Boot No. 1316W Women’s 5.50 

Bass Ski-Boot No. 1349 Men’s 5.50 
: Bass Ski-Boot No. 1344 Women’s 4.50 

FRANK J. CROHAN, President a ae epi bc 

Bass Ski-Boot No. 181W Women’s 

Bass Ski-Boot No. 155 Men’s 

Bass Ski-Boot No. 155W Women’s 








When writing advertisers please mention Boot and Shoe Recorder 
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Children's Footwear 


6 6 8 6s 





MES. DAY’S IDEAL BABY SHOES 


Infants’ Soft Soles.. 0-3 
Intermediates 1-5 
Flexible Hard Soles. 2-6 
Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 


Locust St. Danvers, Mass. 
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Men's Shoes 
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Our Biggest Customer For Shoes 


[CONTINUED FROM-PAGE 21] 


Purchases for Army, Navy, and Marine 
Corps for Fiscal Years 1934 and 1935 


LEATHER 


1934 
891,632 


1935 
1,227,481 
177,750 102,340 

33,162 44,996 


1 Includes National Guard and R.O.T.C. 
2 Includes Coast Guard Purchases. 


RUBBER 
1934 
16,491 


War Depts ........ 
Navy Dept.’ 
Marine Corps 


1935 
51,426 
19,058 9,680 

1,440 1,980 


Purchases by War Department for 
Fiscal Years 1934 and 1935 


ARTICLE 1934 1935 
Shoes, service ........ 797,028 847,678 
Shoes, garrison 57,765 194,116 
Boots, leather, laced .. 36,839 185,687 
Overshoes, arctic ... 16,491 51,426 
Boots, rubber, short ... 0 0 
Boots, rubber, hip .... 0 0 


Purchases by Navy Department for 
Fiscal Years 1934 and 1935 Including 
Coast Guard Purchases 
LEATHER 
1934 


32,650 
145,100 


1935 
31,640 
70,700 


ARTICLE 
Shoes, high 


Shoes, low 


RUBBER 


5,838 
13,220 


Rubber boots 


Overshoes 9,680 
Purchases by Marine Corps for Fiscal 
Years 1934 and 1935 


ARTICLE 1934 
Shoes, leather 33,162 
Boots, rubber 1,040 
Overshoes, rubber 400 


1935 
54,996 
1,360 
620 


Government Shoe Factory 


The Federal Government has one 
shoe factory, located in the penitentiary 
at Leavenworth, Kansas. It is the sec- 
ond largest prison industry. The fac- 
tory has been continuously in opera- 
tion since 1926 and it is now produc- 
ing approximately 300,000 pairs o! 
shoes a year. Most of the output o° 
the shoe factory goes to the War De 
partment, the Indian Bureau and othe: 
Government institutions. 

The factory is now producing ap- 
proximately 2000 pairs of shoes per 
day. Approximately 60 per cent of the 
production is the manufacture of ser- 
vice shoes for the Army. 
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New York Shoe 


me 
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Trade Honors John Holden 


Representatives of the shoe and leather industries in Greater Naw York turned out in full force Monday noon to pay honor and 
bid "Godspeed" to John J. Holden, retiring manager of the National Shoe Retailers Association, who goes to Boston to take 
charge of distribution of Selby Arch Preserver shoes in New England. Formerly shoe buyer for Oppenheim, Collins & Co. and 


later for John Wanamaker, Mr. Holden has for years been active in the New York trade. 


Speaker after speaker, in glowing 


words, paid tribute to his character, personality and ability, and to the fine service he has rendered as N.S.R.A. manager 
during one of the most difficult periods in the association's history. 


George H. Mealley, of Ohio Leather Company, presided as chairman and the speakers included Fraser M. Moffat, president of 
the Tanners Council; J. Otis Ball, executive vice-president of the National Boot and Shoe Manufacturers Association; Margaret 
Hayden Rourke, managing director of the Textile Color Card Association; Ruth H. Kerr, representing the stylists of the industry; 
Arthur D. Anderson, editor of Boot and Shoe Recorder; Jesse L. Adler, vice-president of the National Shoe Retailers Association; 
John Laycock, president of the Shoe Retailers Council of New York; J. Paul Riley, chairman of the N.S.R.A. Women's Style Com- 
mittee; Ben Schwart:,, president of the Shoe Manufacturers Council of New York; Lou Robertson, chairman Tanners Council Ex- 


hibitors Committee; Helen Cornelius, editor of Harper's Bazaar, and Mr. Holden. 


President M. A. Mittelman, of the N.S.R.A., 


and many others sent telegrams expressing best wishes to the honored quest. 
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PONTAN 


UNIFORM IN TEXTURE 
COLOR AND QUALITY RS 


# 


The “‘fold and wear” test subjects the 


No detail is overlooked in testing : > a : | finished material to identical condi- 
PONTAN QUARTER LINING before it ho 
leaves the Du Pont plant to become a 7 “I wt i 


tions found in its use as a shoe lining. 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same test. 


REG.U.S. PAT. OFF. 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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CLA//IFIED anp WAN 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











SALESMEN WANTED 
Large New York wholesaler of 
women’s novelty shoes has open two 
lucrative territories for men of experi- 
ence. Do not apply unless you have 
actually traveled the territory and 
have fairly substantial business at your 
command. Our line is the strongest 
in-stock line of $3.00, $4.00 and $5.00 
retailers and are nationally known. 
We are interested only in men whose 
quality and ability as producers may 
be considered on a par with our line. 


TERRITORIES OPEN 


No. 1—Detroit including entire state 
of Michigan and also Indiana. 
No. 2—Chicago, including entire state 
of Illinois and eastern part of 
Wisconsin—straight commis- 
sion basis only. 
ADDRESS E-448, CARE 
BOOT & SHOE RECORDER 
239 WEST 39th STREET, NEW YORK, N. Y. 








Sales Representatives 
Wanted 


Old established Hosiery Company in Middle 
West, with international reputation for 
manufacturing highest quality Ladies’, Men's 
and Children’s Hosiery (known as an out- 
standing line), desires several go-getting 
salesmen for Illinois, Indiana, Louisiana, Mis- 
souri, etc. Drawing account to producers. 
Excellent cooperation given. 


Address E-449, care 
BOOT & SHOE RECORDER 





239 West 39th Street, New York, N. Y. 








S ALESMEN — Experienced selling volumes 
popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care hoe Recorder, 
239 West 39th Street, New York, N. Y. 





SHOE salesman to handle fast selling line of 
shoe ornaments as side line, good opportunity, 
commission basis, state references and 

in first letter. Address E-442, care Boot 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





We have openings for three salesmen 
in the following 3 territories: 


New York State, Connecticut and West- 
chester County, Eastern Peaasy!vania. 
Will only consider those knowing thor- 
oughly their respective territory and 
having trade following. Must be ener- 
getic, live-wire representatives. Our 
line is considered to be one of the 
strongest wholesale lines in the country, 
consisting of women's sport and novelty 
shoes retailing at $2.00 and $3.00; slip- 
pers; sandals. Drawing account against 
commission. Apply Golo Slipper Co., 
129 Duane St., New York City. 








South and Southwest 


Want salesmen with established 
trade above territory to carry 
high grade Juvenile line com- 
plete Infants to Growing Girls. 
Compos and Goodyear Welts. 
Liberal straight commission. All 
staples in stock. Refer former 
and present employers first let- 
ter. 


J. S. ZULICK & COMPANY 





ORWIGSBURG, PENNA. 








WANTED by Leading Eastern Wholesaler for 
Western Pennsylvania. A producer who has 
sold a general line and has a successful record. 
Write “WHOLESALER,” E-450, care of Boot 
& Shoe Recorder, 239 W. 39th St., New York 
City, giving age, references, whom with for last 
three years and amount of shipments. All in 
strict confidence. 





SALESMEN wanted in territories tributary to 
Chicago. Line 100 samples. Good money 
maker for good men. State experience and ter- 
ritories covered. Spring line ready November 
15th. Address E-451, care Boot Shoe Re- 
corder, 209 So. State Street, Chicago, Ill. 





SALESMAN calling on dealer trade can_make 
$20 to $25 a week extra money selling Racine 
metallic shoe display racks. odern, inexpen- 
sive, varied in size, they interest every retailer. 
Carrying samples not - Pictorial sales 
book supplied. Write Imperial Bit & Snap Co., 
Racine, Wisconsin. ; 





WANTED salesmen handling ladies’ shoes, to 

carry as a side line, exclusive assortment 

of shoe bows and ornaments, complete and e 

tensive. Territories epen: California, Gui 

States, and Middle West. Address E-455, care 

ben —— Recorder, 56th & Chestnut Sts. 
ila., Pa. 





NATIONALLY known manufacturer buildiny 
sales organization to market outstanding new 
Shoe Polish. Full time or sideline. Commi 
sion. All territories open but New York metr: 
ee 5136 Lancaster Avenue, Philadelphi:, 
‘enna. 


SALESMAN wanted for New York City, New 
York State, Connecticut, to sell our popula 
priced women’s Novelty and Staple i on 
commission. Theodore Kempe Shoe Corp., 2()) 

Church Street, New York City. 








POSITION WANTED 


N OPPORTUNITY TO PURCHASE Ex 

CEPTIONAL ABILITY. . I am thoroughly 
acquainted with every phase of Orthopedic Foot- 
wear busi wh le and retail): adverti: 
ing, physician detail, educational, sales prom: 
tion. At present, detailing physicians of De- 
troit and Southern Michigan. Age 42, mar- 
ried, aggressive, analytical, versatile, ideas that 
click without expensive experimentation. Ad 
dress E-454, care Boot & Shoe Recorder, 23° 
West 39th Street, New York, N. Y. 


Foot SPECIALIST. Age 26 — Registered 
Chirepodist (Foot Specialist) for over 2 yrs 
of the States of Wis. and Minn. desires posi- 
tion in Shoe Store in either State. Corrective 
line preferred. Has complete Chiropody Equip- 
ment. References furnished. Write—Dr. C. 
Reiter, 206 Main St., Green Bay, Wis. 


WwouLtDp like a position as buyer or manage: 
of a shoe store. Have 30 years’ experience. 
Married. 47 years old. Can give the best of 
references. Address E-452, care Boot & Shoe 
songener, 239 West 39th Street, New York, 

















SALESMAN manager, buyer of orthopedic 
shoes, ladies’ and children’s; fifteen years’ 
experience. Can construct cork insoles, alter 
shoes, and other orthopedic work. Ten years 
of orthopedic schooling. E. EDWARDS, 55 
Pierpont Street, Brooklyn, New York. 





LINE WANTED 


WANTED. Line of men’s, women’s or chil- 
dren’s health shoes to sell and promote in 
Tennessee and vicinity. Best of references. 
Address E-453, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all vattonret advertisements. Mini- 


mum: charge 75 cents. For all other classified advertisements the rate is 7 cen 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. ; ; 
{<> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gj 


ts per word. 
In all other cases each word of the 


inimum charge, $1.25. 
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SWATCH FREE 09 


A POST CARD WILL BRING YOURS * 


Chain Store Efficiency 
records are made available 


to independent retailers in the 2 








Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chieago, Il. 


Recorder’s Stock Record System 
(either in cards or book form) 


AD 


THE HINDE & DAUCH PAPER COMPANY 
461 DECATUR STREET 


SANDUSKY, OHIO 











MERCHANTS’ NEEDS 








INCREASE 
YOUR SALES 


33% 
WITH 
SCIENTIFIC 
SHOE FITTING 


THE BRANNOCK DEVICE 


SCIENTIFIC HEEL- MA BALL FOOT MEASURE 
Builds Sales - Saves Time - Simple - Accurate 
‘ dealer in Manchester, N. H., wrote us: ‘‘We 
have had great success using this “device and it has 
instilled confidence in our customers and has ac- 
tually increased sales.’ 

Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the Brannock 
system. Write for Broadside 

and our list of shoe factories selling Brannock 
Devices for special cooperative prices. 


THE BRANNOCK DEVICE CO. 
321 S. SALINA ST. SYRACUSE, N. Y. 











WEAVCO INTERNATIONAL, INC. 
manufacturers and designers 
Show Window Display Equipment 
Write for new catalogs and details 
214 INSTITUTE PLACE, CHICACO, ILL. 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
Ref Nunn-Bush, Geller, Beck, 





PROFIT. FLASHER 


FIGURES MARKUP /NSTANTLY 


EVERY BUYER NEEDS Al 
PROFIT-FLASHER 











New Shoe Store Opened 


BRocKToON, Mass.—A new shoe store, 
known as Jason’s, has been opened here 
at 270 Main Street where they have a 
newly remodeled store with latest fix- 
tures. William Kumins, well known in 
the shoe field, is manager of the new 
store, which features women’s foot- 
wear, 


I. Miller, 
Saks—5th * scenea. Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 








WE BUY 
Entire or Surplus Wholesale and Retail 
8 Also Branded Shoes such as 


itocks. 
Walk-Over, Florsheim, Bnna-Jettick, Vital- 
ity, Areh Preserver, 


Queen Quality, Bos- 
Ete. 


ERVIN RUBIN 
The House of Jobs’” 
898 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 


tonians, 




















Opens New Store 


CLEVELAND, OHIO — Carl Schanzen- 
back, manager of Bender’s Shop at 
1924 East 6th Street, has resigned to 
enter business for himself. Starting 
October 15, he will operate his own 
shop at 2132 East 9th Street under the 
name of “Schanzenback Orthopedic 
Health Shoes.” 

Mr. Schanzenback has been connect- 
ed with the shoe business in Cleveland 
for over 25 years and during more re- 
cent years has been specializing in foot 
health shoes. His new shop will fea- 
ture orthopedic footwear for 1 men and 
women, 


RY 


adeeb x, 


in Saint Louis 
NINTH a WASHINGTON 


@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


e Two 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 


Visitors who know 
St. Louis stop at the 


Woriel “Heeanase 











Installs New Shoe Section 


PROVIDENCE, R. I.—The J. P. Mourin 
Co., women’s apparel and specialty 
shop, has expanded its business to in- 
clude a fine shoe department, its first 
local venture into the shoe retailing 
business. The department is in charge 
of Paul Wolper, who has been asso- 
ciated with the company. The new 
section occupies the entire length of 
the store and features women’s novelty 
footwear. 
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To 
Our Advertisers In This Issue 











Opens New Detroit Office 


DetTROIT, MicH.—The Bond Shoe Co. 
of New York has opened a new whole- 
sale office at Room 615 in the Griswold 
Building. Coleman L. Bernstein and 
Marvin I. Danto are partners in the 
Detroit office as manufacturers’ repre- 
sentatives. George Bernstein, a brother 
of Coleman, was associated with the 
office for a short time, but has now left. 

Mr. Danto incidentally is a _ well 
known name in the Detroit shoe trade 
as the present shoeman is a son of 
Harry Danto, formerly owner of Dan- 
to’s Boot Shop, who had a prominent 
downtown store about five years ago. 

Mr. Bernstein and Mr. Danto are 
handling a general line of shoes carry- 
ing both men and women’s types. They 
also represent Julius Goldstein & Sons 
of Boston. 


Fyfe's Hold Gelosh Show 


DETROIT, MicH.— A style show for 
galoshes was held recently at the morn- 
ing meeting of R. H. Fyfe & Company 
sales staff. Galoshes were modeled by 
eight men and women of the sales staff, 
showing all variety of rubbers and foot- 
wear carried in the store. Music was 
furnished and all arrangements were 
in charge of F. E. Whitelam, display 
manager. 

W. H. Adams, manager of the wo- 
men’s department, described the ga- 
loshes as they were shown and pointed 
out sales and styles features. 

By showing winter footwear this 
early in the season, Fyfe’s is planning 
to build October sales ahead of the 
regular season, aiming to sell one thou- 
sand extra pairs during the month. The 
promotion is known as “Department 
Managers’ Contest,” as the managers 
are responsible for the entire event. A 
window display was put in this week 
to tie up with the event. 





Colored Soles for Slippers 


LYNN, Mass.—Slippers with colored 
soles are new here, the soles being blue, 
green, purple, or other hues, to match 
the uppers, and furthermore, the slip- 
pers are packed in zipper fastened 
leather case of the same colors as the 
soles and uppers of the slippers within. 

These new colored soles are of bark 
tanned leather, not the chrome tanned 
stock that has hitherto been commonly 
used for soles as well as uppers of slip- 
pers. 

The cases may be monogrammed, if 
the slippers within are to be “A Per- 
sonal Gift” for Christmas, a birthday, 
or other occasion. 
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BROOKS SHOE MFG. CO., Philadelphia, Pa.. OE OEE AL ee, 
CHIPPEWA SHOE MFG. CO., Chines tlle, Wis. eT TT ne ee ey 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.............00 0000 cece ec eee 52 
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Oe | re a er re 50 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass.............. 00.00 cee eee 52 
PED NS I  SEIBIN, UAB EE Sg oo 0.56 sodas ipo begs bo enn bev ale deal Sule auae bgveis’ 48 
ROVICK THEATRICAL SHOE CO., Chicago, Illl.......... 0... ccc cece cece cece cece 48 
THOMPSON BROS. SHOE CO., Brockton, Mass..........0 000-0 cece ccc ceeeceees 45 
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UNITED STATES RUBBER PRODUCTS, INC., New York City.................. Front Cover 
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LEATHER AND OTHER MATERIALS 
ALLIED KID—New Castle Div., New York City..............0.00.000 00 cee aes 40 
AMALGAMATED LEATHER COS., Wilmington, Del....................200000. ee 
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EAGLE-OTTAWA LEATHER CO., Whitehall and Grand Haven, Mich...........3rd Cover 
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GOODYEAR TIRE & RUBBER CO., Akron, O.................. i PEE ee 
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KIDSKIN TANNERS OF AMERICA, New York City....................0000.. aia 
KISTLER LEATHER COMPANY, Boston, Mass...........0. 00000 ccc ceececceeeevcee.. 37 
PANTHER-PANCO CO., Chelsea; Masts... ccc cc ccc ccc ccc cteccccccudecccoes 49 
VAN TASSEL LEATHER GO... (Norwich, Conn. ......... 6666000. ccecisccwctsccveces. 50 
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GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich................... 99 
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MEN’S COLORS 


Spaniel Tan No. 19 (Sorrel). Retriever 
Brown No. 28 (Dapper) 


WOMEN’S COLORS 


Marine Blue No. 88, Indies Brown No. 74, 
Marrona No. 25 


Bright | 
Young Things 





In Ac tion aaa 


THEY'RE always on the move, - they need shoes that 
are flexible and resilient enough to carry them over miles 
of city pavements. Give them leather that is tanned for 
action - leather that looks as well alter wearing as it does 


in a shop window, = 


MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 


Vol. CVIII, No. 8, BOOT AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. ary as second class 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. 

















T isnt that we say the leather is good, or that shoe 
manufacturers think the leather is good, or that a 


few women have been impressed with its good 


qualities. 


HE fact that LEVOR makes and sells millions of 
feet of white kid each year is induced by the 
knowledge of millions of women, of the serviceability, 








dependability and the beauty of the leather, whether 





or not they recognize it as LEVOR’S. 





G. LEVOR & CO., INC. 


, Tanners over 59 Years 
GLOVERSVILLE NEW YORK 




















“KEEP SINGING 


WITH ENDICOTT-JOHNSON 









2820'2-—-Youths’. Sizes 11/2.. $4.71 
2862M 


2820M—Men's Black Cashmerette 
OS ree 2.09 = 
2820—Boys’, Sizes 2%/6 ii'30 


Same with heavy red sole 















2856M-——-Men’s dress over sandai 
broad last, Sizes 6/11 ........ 82¢ 
—Boys’. Sizes 249/0.... 74¢ 
2856'4—Youths’, Sizes 11/2... 66¢ 
2848M--—Same on London last. 
2846M—Same on custom last. 
Also carried as above in Storm Pat 
tern. 







a ee a atta 





2817M—Men's black all rubber, 
heavy red sole. Sizes 6/11.... $2.09 
2817—Boys’. Sizes 2%4/6..... 
2817'%.—Youths’. Sizes 11/2.. $1.74 
2872M—-As above, men’s sizes only 
in red, 5 buckle, heavy white ae 

71 


2818M—Same as 2817M in_ red 
heavy white sole............ $2.33 





2884M--Black, red sole, full last, 2874M-—-Men’s heavy red storm, 
Pe GEE oes hin sacens eset $2.09 white sole, wide last, Sizes 6/11, 
2884—-Boys, Sizes 2%/6.... $1. $1.14 
2884'/2—Youths’, Sizes 11/2...$1.71 2873M—-Same in Semi-storm. 
2885M--Same in Storm King, Sizes 2837M—-Same in Black, Semi-storm, 
* Serer it SE) rare 
aa 2885—-HBoys’, Sizes 2144/6 .... $2.52 2837—-Same in Boys’, Sizes a 
. 2885'/2— Youths’. Sizes 11/2 .. $2.33 i : : ¢ 
: 2886M Same in Hip Length, 6/11. 2837/2—-Youths’, Sizes 11/2...76¢ 
$3.47 2844M—Same as 2837M in storm 





pattern, all sizes 





i #- 
toe 


ae 


O° fg St 


DICOTT-JOHNSON ¢ 










IN THE RAIN 


RUBBER FOOTWEAR 


KF ROM father's boots to the children’s rubbers 

. Endicott-Johnson provides for them all 
with storm footwear of dependable quality 
and smart appearance. 


Here are year round best sellers that earn 
generous profits, and you can fit every age 
from one reliable line. 


Endicott-Johnson Rubber Footwear is all IN 
STOCK. We are prepared to meet your re- 
quirements with prompt delivery. 


2828 — Women's black dress 
over sandal Baby Louis heel. 
70¢ 


Also carrted in low, semi-low. 
euban, college and spike heel. 
EEE width, in both sandal and 
storm patterns. 


2935'2—-Black milled all rubber. 
fleece lined, low heel, Sizes EP 
1.04 


2935%—-Same in Sizes 


29342 —- Same 
Sizes 11/2. 
2934Y% - ame 
Sizes 6/10 
2932- Bang “in 
snaps, Sizes 2'o/ 


2913--Women's Black cuffless 
fleece lined. satin finish, spike 
heel. Sizes 2446/8 ...... 87¢ 
12--Same in Brown. 

2914--Same in brown with 
euban heel. 

2915 Same in Black with 
cuban heel, 


2932'/2—Misses’, Sizes 11/2.. 84¢ 


a —Childs’, Sizes 6/10'2 82¢ 


ENDICOTT. 


—In all runs in black. 
2932—In all runs in black. 


Pleas 


2943— Women's 
rubber, fleece lined. spike heel. 
‘ 2%4/8 87¢ 


2983 Women's Black all 
we spike heel, Sizes 
ETT Tee Cee eee 87¢ 
7082 ‘Same in Browr 
2960—-Same_ in Brewn, with 
cuban heel. 
2961--Same in Black, with 
cuban heel. 


Black milled al! 


6/10% 2942—-Same in Brown, spike heel. 
2930-—-Same in Brown, cuban hee). 
Brown in 2931—-Same in Black, cuban heel. 
7954-—-Same in Brown, College 

Brown — in heel. 
2955 -Same in Black, College 

Brown with 3 heel. 


NY 


Ole SS 





















NANO} 


NEW YORK CITY 
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GALLUN’S ORIGINAL INTERPRETATION 


OF THE MODE IN Celi 


Gallun's vegetable tannages — Cretan and Norwegian Calf yield 
just as graciously to the whims of Dame Fashion, as to the dainty lines 
of the feminine foot. This soft, glove-like leather here expresses the 
essence of the current vogue for saddle and luggage colors in foot- 
wear. Light but firm—no breaking-in—no stiffening after a rainy day. 
A. F. GALLUN & SONS CORPORATION, MILWAUKEE, WIS. 


GALLUN LEATHERS 


ALWAYS STANDARDS OF EXCELLENCE 


When writing advertisers please mention Boot and Shoe Recorder 
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UBBER FOOTWEAR 

CANVAS SPORT 33 (0) 5) 

LEATHER 0) 50 38 93 (0) 5) 
WOOLEN FOOTWEAR 


R 


aka, Indiana 
ka Rubber & Woolen Mfg. Co. Mishaw 
Mishawaka xU 


A Safe and Complete Buying Guide 


Safe, because every item must pass the wear, Canvas Sport Shoes, Leather 
severest test—the judgment of buyers— Work Shoes, and Woolen Footwear. 
before it is put in our catalog. Every footwear merchant should have 
Complete, because it lists more than a copy of this catalog on his desk. If 
800 numbers that will take care of your copy has not arrived a post card to 
practically every need in Rubber Foot- us will bring it promptly. 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water Street, Mishawaka, Indiana 
Dealers in New England States and greater New York should address Dunham Bros. Co., Brattleboro, Vermont 


When writing advertisers please mention Boot and Shoe Recorder 




















I nN A) toc bk: A new English type brogue, 


THE Saxon, S-611, in 
black grain leather; also in 
brown, 8-612. 


RETAILING AT 


$ he 510) 


BOOT AND SHOE RECORDER, October 26, 1935 


Lucreasing 


Nothing is more important to a retail business 
than the size of the average sale. It’s surprising 
how fast profits grow when the amount of the 
average transaction increases—because ex- 
penses do not mount in proportion. That’s one 
very excellent reason for the selling of fine foot- 
wear. And another is the satisfaction each 
customer receives from the appearance, fit and 
wear of a quality product. Our representatives 
are on the road with their Spring and Summer 
shoes—shoes made to deliver greater value to 
the consumer because their cost per day of 
wear is less. We would be glad to have our 


representative call. 


THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY 


© Manufacturers © CHICAGO 





When writing adv ertisers please mention Boot and Shoe Recorder 





